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BRODIE B-72D BiRotors 


Allow Dispatcher To Control 
12 Operations At Once 


Photo courtesy Esso Petroleum Company 


The Esso Petroleum Company’s new bulk depot 
at the coastal town of Hythe in southeast England 
uses Brodie B-72D BiRotor Meters and accessories 
to approach automatic operation. In each of the 
12 bays, extensions carry the Brodimatic counters 
up to the loading racks where they can be swiveled 
in a complete circle and read from any angle. 
From the control office, the dispatcher has over- 
all supervision and control. Here remote counters 
repeat meter information and Brodimatic printing 
counters print the ticket. Remote unit is electri- 


cally interlocked with pumping circuit, allowing 
no fuel to flow until ticket is inserted and starting 
figures printed. Dispatcher can stop pump at any 


time in each of the 12 operations. 

With Brodie BiRotors and accessories, you re- 
place guesswork, cut time, cut costs. It will pay 
you to get all the details for any new or modern- 
ization program. Call Brodie today! 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





Give your gasoline extra selling power 





with “Kthyl’’ Multi-Purpose Additive 


As traffic grows heavier and heavier, the penalty of 
carburetor deposits becomes more and more apparent. 
Cars idle roughly ... or stall. Don’t let your gasoline 
be blamed. 


“Ethyl” Multi-Purpose Additive eliminates this in- 
creasingly annoying problem. MPA’s strong detergent 
action not only cleans carburetors, it keeps them 
clean. Costly carburetor cleanups and adjustments 
are not needed. Your customers get more mileage, 
power, satisfaction from every gallon. 


In addition, MPA acts as an effective anti-icing agent. 
It also prevents corrosion in pumps, tanks and other 
contact points for gasoline in storage or transit. All 
for a cost—to you—of less than 9/10ths of a cent 
per barrel of gasoline. 

In a market growing steadily more competitive and 
demanding, “‘Ethyl’’ MPA ean give your gasoline a 
real selling edge. 


Your Ethyl Representative will be glad to tell you 
how and why. 


ETHYL CORPORATION, new york 17, N.Y. * TULSA * CHICAGO + HOUSTON « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17,N.Y. 
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FASTER DELIVERY, LOWER COST PER FUEL DROP 


As an oil marketer, you know that 
high delivery costs are the major rea- 
son for high marketing costs. 


fd 
° . : 
opw Ss IN| BEG VV <4. Want to reduce your delivery costs? 


os aa Look then at OPW’s new 4” rapid 

‘TIGHT IL E"LL,L;* delivery Tight Fill system. It’s un- 
restricted full-flow design, quick 

coupling action and leakproof seal 

give you the fast, safe accelerated 

deliveries that help to reduce costs. 


OPW NOS. 60, 61-AS, 61-T, 62 SUBMERGED TIGHT FILL FOR UNDERGROUND STORAGE 


*Of course, OPW also offers 
equipment for 3” Tight 
Fill. Details in Bulletin 


F-16-R. Write for a copy. - i 
wal! 


Just 3 easy steps to make a quick 
connection to the fillpipe: 


. Lift the manhole cover. 

. Remove Cap (No. 62) from fill- 
pipe. 

. Snap Elbow (No. 60) onto Adap- 


tor (No. 61-AS). 
You're ready to fill. 


Bulletin NP-60 gives full details. 


Wien 2 secs. | 





"~ 
NO. 61-AS ADAPTOR 
Z 3 cI ee —, 


20PW CORPORATION 


2735 COLERAN AVENUE, CINCINNATI 25, OHIO Kirby 1-5400 


VALVES * FITTINGS * ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS 
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HE DREAMS BIG. Ten years ago, 
Norman McGee started from scratch, 
his biggest asset a dream of old-fash- 
ioned, Horatio Alger success. Today 
that dream is fulfilled to the tune of 
a 25-million-gal.-a-year oil private- 
brand business, and McGee is an even 
stronger believer in the American ideal 
of success. 

You'll read about McGee’s South- 
land Oil on page 116. (The cap in 
the picture? A promotion—part of 
Southland Oil’s imaginative, aggressive 
merchandising program.) 


Top of the Month... 


AS A HEATING OIL MAN, you want 
to nail down every account you can. 
The report on page 98 tells you how 
to go after—and get—the school and 
institutional market, no matter what 
your competition is. 


LOOK—NO HANDS. That’s the mor- 
al of the story on page 103. You'll 
read how a jobber saves $12,000 in 
overhead with two unattended bulk 
plants. Maybe you can do it, too. 


MORE THROUGHPUT per truck — 
that’s one jobber’s simple solution to 
his dispatching and delivery problems. 
See how he achieved it on page 130. 


NEXT MONTH: How to run a heat- 
ing-oil sales contest . . . Make your 
bulk plant do double duty . . . How 
to get two-way payload on deliveries. 
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T.B.A. Policy 


...Assures the Independence 
of Dealers! 














MOBIL POLICY: 


“13. Dealer Independence. We recognize that every Mobil Dealer is an independent business- 





man, free to buy and sell our products or others and free to operate his business as he deems 





best, subject only to applicable laws and to the conditions of written contracts with us.” 


Item #13 of the Mobil Dealer Relations Policy 


MOBIL CONTRACT: 


1. Products: Quantities. Seller shall sell and Buyer shall purchase not less than the minimum and not more 
than the maximum quantities of the products set forth below, the amounts so sold and purchased within such 
limits to be those ordered by Buyer. 


Minimum amount Maximum amount Applicable Minimum 
Products per month per month months delivery 


ee 


MOBIL Specialties 
MOBIL Tires 
MOBIL Batteries 


Seller’s Automotive 
Accessories 











Each month 
Each month 
Each month 
Each month 


None 
None 
None 
None 























From the Mobil Dealer Contract 

(In certain areas of the U.S., Mobil contract forms may 
differ. In these areas also, the dealer is not required to 
purchase any T.B.A.) 





MOBIL PRACTICE: 


Mobil’s T.B.A. Policy is clearly defined in the Mobil Dealer 


—and a natural part of our free enterprise system. 





Relations Policy and in the Mobil Dealer Contract. Spelled out 
in black and white, it assures the independence of Mobil Dealers 
. gives them a free hand as regards T.B.A. commitments. 
It is, of course, Mobil’s policy to use positive selling methods 
in competing for T.B.A. business. Positive, aggressive selling 
methods that are the heritage of every American businessman 


Further, Mobil designs merchandising programs to assist the 
dealer in selling T.B.A. products profitably. This is in keeping 
with our business philosophy of encouraging Mobil dealers to 
render the motoring public necessary services. 

Our policy is the policy and the practice of every Mobil 
salesman 


Reprints are available on request 


Mobil Oil Company 


A Division of Socony Mobil Oil Company, Inc., 150 East 42nd Street, New York 17, N.Y. 





























NATIONAL PETROLEUM NEws °* February, 1961 





National Petroleum News 
ERVIN E. DE GRAFF .+ 


Transportation and Storage 
Merchandising 
Market Research 


ASSISTANT EDITORS 


Carolyn K. De Witt 


CONTRIBUTING EDITORS 
Halsey Peckworth 


PRESENTATION 


Willems A; Copied, Jr. ooo ck eee ewcee Art Director 
Mildred Schutte 


EDITORIAL and BUSINESS OFFICES: 330 W. 42nd St., New 
York 36, N. Y. Telephone: LOngacre 4-3000. 


BUREAUS 


ATLANTA: B. E. Barnes, Chief; Frances Ridgway, 1375 
Peachtree Street N.E., TRinity 5-0523. CHICAGO: Stewart 
Ramsey, Chief; Bruce Cross, Sheila Rowe. 520 N. Michigan 
Ave., MOhawk 4-5800. CLEVELAND: Arthur Zimmerman, 
Chief; Violet Forsha. 1164 Iluminating Bldg. SUperior 
1-7000. DALLAS: Marvin Reid, Chief; Mary Lorraine Smith. 
901 Vaughn Bldg., Riverside 7-5117. DETROIT: Donald 
MacDonald, Chief; Sally Ayling. 856 Penobscot Bidg., 
WOodward 2-1793. LOS ANGELES: Kemp Anderson Jr., 
Chief: Michael Murphy, Marvin Petal, Carl Havighorst. 
1125 W. 6th Ave. HUntley 2-5450. SAN PRANCISCO: 
Jenness Keene, Chief; Donald Winston. 68 Post St., DOuglas 
2-4600. SEATTLE: Ray Bloomberg, Chief. P. O. Box 1507, 
Wallingford Station, LAkeview 2-4780, WASHINGTON: 
George B. Bryant, Jr., Chief; Glen Bayless, Donald O. 
Loomis, Natl. Press Bldg. REpublic 7-6630. SPECIAL COR- 
RESPONDENTS: Frank Pitman, Denver; C. E. Wright, Jack- 
sonville. FOREIGN BUREAUS: Beirut, Bonn, Caracas, London, 
Mexico City, Moscow, Paris, Tokyo. Director of News 
Bureaus: John Wilhelm. Managing Editor: Margaret Ralston. 


BUSINESS STAFF 


Advertising Sales Manager 
Business Manager 
Promotion 

Research 

Advertising Makeup 
Circulation 


Ellen N. Frawley 
H. H. Costikyan 


DISTRICT MANAGERS 


ATLANTA: R. K. Burnet; CLEVELAND, DETROIT, PITTS- 
BURGH: Walter G. Berger; CHICAGO: Ray Kelly; DALLAS: 
J. Grant; DENVER: J. W. Patten; DETROIT: C. J. Coash Jr.; 
HOUSTON: Gene Holland; LOS ANGELES: Peter S. Carberry; 
NEW YORK, BOSTON: Dawson A. Rutter; PHILADELPHIA: 
Charles J. Jefferis; SAN FRANCISCO: Scott Hubbard. 


FEBRUARY, 1961 
Volume 53, No. 2 


Established in 1909 


ob 


Other McGraw-Hill Petroleum Publications 
PETROLEUM WEEK 
Piatr’s OrGRaAM NEws SERVICE 
Pratr’s O1craM Price Service 


February, 1961 + NATIONAL PETROLEUM NEWS 


Behind Our Headlines 





Cut Your Reading Time 


O OF THE COMMON problems for most of us is 
to find time to do all the reading we’d like to do. 

Some people say they don’t have time to read. That’s 
something we don’t believe at NPN, because much 
valuable information may be obtained by reading maga- 
zines, newspapers, bulletins, and other printed sources 
of information. 

Because NPN’s business depends on reading, it 
makes us shudder when we hear anyone say he doesn’t 
have time to read. Real or imaginary, this is a problem 
we're confronted with in the editorial business. First, 
of course, we hope we can convince any doubting 
marketers that they should find time to read NPN to 
keep themselves better informed. Once they get the 
habit, they find that it’s worth the time they spend. 

As another aid, in an attempt to solve the problem, 
McGraw-Hill has published a booklet called, “How 
to Cut Your Reading Time.” Our company feels that 
anything we can do to help subscribers read faster and 
more effectively will bring benefits both to the readers 
and to our publications. The subscribers will be able 
to squeeze in more reading, and the publications have 
a better chance of being read. 

You can get a copy of this booklet free. Just write 
to NPN and ask for a copy of, “How to Cut Your 
Reading Time.” If you want more than one copy, let 
me know. There’s no obligation. 


For Fuel-Oil Men 


S MOST OF YOU readers in the fuel-oil business 

know, NPN has beefed up its coverage of fuel oil. 
Besides the articles in the fuel-oil section, elsewhere 
in NPN there are other articles of interest to fuel-oil 
marketers. 

As a guide to all features that may interest fuel-oil 
men, we have a special table of contents in the fuel- 
oil section (page 100 in this issue). This is a regular 
fixture, intended to help you locate information of 


interest more quickly. 


Editor 





Only Jefferson Chemical 
offers all these benefits to 


PRIVATE LAS 
aA 


















































With the advent of new “long life” innovations in 


antifreezes, the market has been somewhat confused. To 
date, an overwhelming majority of the consumers still 
prefer conventional ethylene glycol antifreeze. However, 
to assure you of being competitive in any marketing situa- 
tion, Jefferson offers Private Label Marketers two outstand- 
ing products: Formula JC-40 Conventional Ethylene Glycol 
Antifreeze and Formula JC-60 Extended-Life Ethylene 
Glycol Antifreeze. 


You can’t buy a better conventional antifreeze to 
Wear Your Private Label than Formula JC-40. It is de- 
signed for one cold-weather-season usage . . . offers ex- 
cellent corrosion protection for all automotive cooling 
system metals. This is your bread-and-butter brand that 
the vast majority of your customers will want. Actually 
this conventional antifreeze gives you better corrosion and 
foaming protection than many of the antifreezes now being 


offered as premium brands. 


But for the customer who demands true premium 
quality, who wants to leave antifreeze in the cooling sys- 
tem for a 12 months’ period . . . Formula JC-60 is your 
profitable marketing “step-up”. JC-60 is so well inhibited. 


corrosion effects are negligible. 
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Jefferson is the largest sup- 
plier of antifreeze exclu- 
sively for Private Label 
Marketers. We do not have our own brand and do not 


compete with you for the consumer’s antifreeze dollar. 


Jefferson is one of the 
world’s three largest pro- 


ducers of ethylene glycol 


and can readily supply all your antifreeze requirements, 


regardless of how large the quantity. 


Jefferson has year-around 
research projects devoted 
exclusively to creating bet- 
ter antifreezes. If you have 
unusual product require- 
ments, you can depend on our Austin Research and De- 


velopment Laboratories to provide technical assistance. 


Jefferson maintains canning 
and distribution centers in 
Chicago, Philadelphia, 
Kansas City, Greensboro, 
San Francisco and Houston . . . offers complete assistance 


in package design, handling and scheduling details. 


eeeeeoeecseeoeoeoeoseeeeeeeeeeeeeeeeeeeeeeoeeeeeeeeeeeeeeeeeeeeeeeeeeee 


Let a Jefferson antifreeze specialist give you complete facts. A 
15-minute slide-sound film can be shown right on your desk, = ‘ao FE Se _ [4 hy re) a 
no fuss, no bother. Call or write Jefferson Chemical Company, 
Inc., 1121 Walker Avenue, P. O. Box 303, Houston 1, Texas. oe te = iy, | i Cc: 7% _ sS 
HOUSTON ¢ NEW YORK e« CHICAGO «+ CLEVELAND 
CHARLOTTE ¢ LOS ANGELES « SAN FRANCISCO 


° 
SPOCOSHSCHOHSSHOSSSSESSSSSSESSSSCSS HSCS SCSCESHSSSESHSSESHCSSSSESSESESESESEEEE 


@eeeeeoesoeeeseo® 
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When your “U.S.” representative 
comes to see you, he’ll be 

carrying details of the hottest TBA 
program in the U.S.A. 


Be sure to see him. And listen to his story. For he wants to 
tell you about a new, up-to-date, realistic TBA program that 
wiil make an awful lot of sense to you. 


He’ll tell you all about the new and extra advantages of 

signing up with “U.S.” About the advantages to you of 

our Original Equipment position. About the benefits to 

you of our huge “U.S.” Research Center. About the many 

new and different merchandising plans we have for the fast- 
moving ’60s. 

He can promise you extra volume. He can help you reduce 
dealer turnover by making service station dealerships more 
profitable. 

And so, more money in the till. In the bank. In the bag. 


*"Low Profile” is United States Rubber Company's trademark for its lower, wider shape tire. 





U.S.ROYAL LOW PROFILE TIRES 


(I) united States Rubber 


Rockefeller Center, New York 20, N.Y. 
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Letters 


DX Sunray’s new ‘circle of service’ station 
stirs interest ... Wide-area pricing is praised... 
Stations defended against traffic-hazard charge 


To THE EpITOoR: 

The design of DX Sunray’s station 
(NPN—Jan. p90) looks very exciting 
and functional in regard to service 
and merchandising. However, as stat- 
ed, the frills will be coming off to cut 
costs, which is usual practice, and 
eventually the station will be more 
like comparable facilities in existing 
type locations. 

To my thinking, this is just another 
experiment, although bolder than 
others. It may be the answer to a lot 
of problems—which is what we’re all 
after—but nobody knows until tried. 

I don’t agree with the statement 
that engineers are concerned only 
with cost. In my experience, market- 
ing policies have forced the engineers 
to cut costs in order to meet their 
payout. 

Engineers have suggested many new 
ideas and designs only to be told they 
couldn’t be afforded for practical 
payout purposes. 

Is it fair to say engineers have sad- 
died merchandisers, when actually 
they have done an excellent job in 
making the most of available expen- 
ditures? 

RAYMOND W. HUGHES 
Chief Marketing Engineer 
Frontier Oil Refining Co. 
Buffalo, N.Y. 


Without any question this is a 
unique, attractive and eye-appealing 
station. It will be interesting to watch 
customer reaction and see what the 
eventual effect on sales will be. 

Maybe it is because of my engineer- 
ing background or the pressure from 
management to reduce construction 
costs, but I am afraid I am inclined to 
be a little skeptical at this time, not 
being convinced that there will be a 
payout from increased sales to com- 
pensate for the increased costs. 

Personally, I believe that motorists 
are usually in a hurry when buying 
gasoline, do so only of necessity, want 
to get in and get out fast, are not in- 
terested in purchasing so-called “im- 
pulse” items. If these beliefs are true 
they could obviate some of the fea- 
tures included in the design. 

The concept of using better and 
more intense lighting is excellent. 
However, for other than salary-op- 


a aa 


DX Sunray’s circle station 


erated stations, it seems from our ex- 
perience that it is almost impossible 
to convince a dealer that the benefits 
of burning all his lights exceeds the 
cost of turning them on. 


It will be interesting to see what DX | 


does from a lighting standpoint at 

other stations which they will build in 
the future for dealer operation. 

J. C. FLEDDERJOHN 

Division Engineer 





Marketing Dept., West Coast Division | 
Mobil Oil Co. | 


Los Angeles 


‘PP a | 


| 
NEEDLESS TO SAY WE WERE HIGHLY 


PLEASED WITH THE NPN COVERAGE OF 


| 
THE DX CIRCLE. WE WERE PARTICU- | 


LARLY 
OUGHNESS AND ACCURACY OF MARVIN 
REID’Ss REPORTING AND WITH THE 
RAPID HANDLING OF LATE DETAILS. WE 
SINCERELY BELIEVE THAT THE DX 
CIRCLE IS AN IMPORTANT AND PRO- 
GRESSIVE STEP IN PETROLEUM MAR- 
KETING . . . . WE AT DX HOPE TO 
ANNOUNCE OTHER PROGRAMS IN 1961 
THAT WILL MERIT SIMILAR ATTENTION 
AND INTEREST OF THE INDUSTRY. 
Stan Breitweiser, President 
DX Sunray Oil Co. 
Tulsa 


An excellent job of reporting. .. . 
Some of the features appear to hold 
great promise while others need to be 
proven. 

The fact that most of the important 
marketers are experimenting with vari- 
ous types of building design, layout, 
etc., would indicate there is a real need 
for change. The important problem 
would appear to be the motorist’s re- 


IMPRESSED WITH THE THOR- | 





action to these various experiments. 

If we knew precisely what would ex- | 
cite the average motorist and cause | 
him to change his buying habits, then | 


this problem would be simple. Until 
(Continued on next page) 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


om 


Dust Cap 
EVER-TITE Dust Protectors 





Midwest marketer stops 
customer complaints 
on fuel by using... 


~TOLAD 


FUEL ADDITIVE 


A TRETOLITE 
CGOMPANY PRODUCT 


These bar charts illustrate the results on some 
of the comparative tests conducted. Additive 
“B”’ was the additive which TOLAD replaced. 


During a recent heating season, a midwestern 
oil company was plagued with customer com- 
plaints, stemming from frequent plugging of 
filters in domestic heating systems . . . despite 
the fact that the refiner was using a commercial 
additive to prevent such difficulties. 

The company inspec ted the household fuel 
tanks and filters of its customers. These in- 
spections showed the fuel oil to be highly 
unstable, which resulted in the formation of 
sludge. The sludge was plugging the filters. 

The refiner conducted comparative fuel addi- 
tive tests, and, based on the results, selected 
fotap* Fuel Additive. During the ensuing 
heating season, with ToLap in the fuel oil, 
sludge formation was virtually nil. 

The only customer complaints received were 
the result of faulty burner adjustment. The 
use of ToLaD is now routine with this refiner. 

To improve the storage stability of your fuel 
oils, and cut additive costs at the same time, 
ask your Tretolite refinery service engineer 
about ToLap Fuel Additive, or write... 


FA-60-5R 


*Registered trademark of Petrolite Corporation 


1d 3 A ©) 


CORPORATION 


TRETOLITE COMPANY 


DiviStons 


369 Marshall Avenue, Saint Louis 19, Missouri 
200 South Puente Street, Brea, California 


Offices and Representatives in 
CANADA « ENGLAND ¢« VENEZUELA e¢ BRAZIL 


COLOMBIA « GERMANY « ITALY « JAPAN « KUWAIT 
MEXICG e NETHERLANDS « PERU © TRINIDAD 


10 





Letters 


we know what will do this, it is diffi- 
cult to predict the features that would 
cause the motorists to give up the 
traditional attraction of convenience 
of location, dealer loyalty, apprecia- 
tion of service, and brand loyalty. 
You may be sure that we will watch 


this development with interest and 

try to learn as much as we can from 
the experiment. 

H. J. PECKHEISER 

Resale Marketing Manager 

Mobil Oil Co. 

New York, N.Y. 


Imperial Oil’s Dracone: It’s a question of size 


Dracone’s Limits 


PI have watched with interest the in- 
itial trials which I believe were con- 
ducted in England utilizing the water- 
proofed tube, not that it would 
eliminate existing _—‘ transportation 
equipment as yet, but simply as an 
example of progressive thinking to ap- 
proach the growing thorn of all indus- 
tries—that of distribution costs. 

Most all companies have closed 
down so-called small inland plants no 
longer economically supplied by truck 
and yet not large enough, nor having 
enough draft, for paying barge loads 
with today’s costs. 

Perhaps, as in the case of Imperial, 
there will be specialized conditions 
that can be overcome immediately by 
the use of the Dracone (NPN—Jan. 
p102), although I believe the present 
90,000-gal. limit will restrict its im- 
mediate acceptance. 

The one factor that would govern 
acceptance of such distribution meth- 
ods would be the proximity of the 
source of supply to the bulk plant re- 
ceiving the product, and I did note 
there was not too much information 
given concerning the delivery time vs. 
delivery time by conventional methods. 

Of greater interest to me would be 
the acceptance in the petrochemical 
and chemical industries where the dis- 
tribution of products is yet to equal 
the low-cost bulk distribution systems 
employed by the petroleum industry. 
Of course, the retardation of similar 
distribution systems has been neces- 
sitated because of the multitudinous 
products, as well as the basic chem- 
ical composition of each product. This 
may be an area for development for 
this idea. 

However, it would be difficult to 
get many oil companies excited until 
such time as feasibility studies are 
conducted on the waterproofed tube 


which would approach the 8,000 to 
14,000-bbl. quantities. 

W. S. FENTON 

Assistant to the President 

Metropolitan Petroleum Co. 

Oradell, N. J. 


Wide-Area Pricing 


>I read with interest the report on 
area-wide pricing carried in the No- 
vember issue of NPN (Page 98.) 

Undoubtedly you have already 
heard comments concerning the nec- 
essity that such plans be instituted by 
market leaders. Probably Mobil’s 
varying degrees of success on the East 
and West Coasts can be attributed to 
their sales position in the two regions. 

We certainly feel, however, that 
Mobil deserves the thanks of the en- 
tire industry for its efforts on this 
score, and hope to see similar pat- 
terns established on a broader scale. 

On this general subject, it is our 
opinion that suppliers, dealers, and 
jobbers will continue to be faced with 
unwarranted revenue losses until the 
time that price protection in any form 
is completely eliminated. 

As you know, such is the case in a 
few areas, and all marketers have been 
pleasantly surprised after some ex- 
perience to find that their volume has 
held up and that their profits have 
regained reasonable levels. 

I know that American Petrofina 
and a great majority of our whole- 
sale and retail customers will be most 
happy when price protection has be- 
come a thing of the past. 

J. M. SHEA Jr. 

Vice President 
American Petrofina Inc. 
Dallas 


Here are some comments on Mobil’s 
wide-area pricing program in the 
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HOW LINCOLN Quick-Check 
ACCURATELY TESTS POINTS 
CONDITION, SPACING in 30-40 seconds 


New Low Cost System Checks All Major 
Engine Conditions in Only 2-3 Minutes 


Until the development of these Lincoln Quick-Check instru- 
ments, a thorough and reliable analysis of a car’s engine 
condition was possible only with expensive and elaborate 
equipment. 

Now, with just a modest investment, you can obtain 
accurate data on all important engine conditions with 
complete accuracy and remarkable speed—and in less than 
three minutes. Quick-Check instruments provide accurate, 
direct readings from color-coded dials... without calcula- 
tions or interpretation by the user. 


FASTEST, MOST ACCURATE 
POINTS TEST 
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The test for points condition and spacing requires only 
30-40 seconds, and the testing instrument is so sensitive 
that it detects voltage drop as low as 15 millivolts. Here is 
how the test is performed: connect the IGNITION TESTER 
lead, set selector knob at POINTS position, and turn on 
the ignition key, but do not start the motor. Now “bump” 
the engine several times. When points are open, needle will 
move to yellow band at extreme right on the dial. Failure 
to do so indicates a short in the condenser wire to the dis- 
tributor. Bump engine again. When points are closed, 
needle will move to green band at the extreme left. If it 
doesn’t, points are worn, dirty or pitted; primary wire is 
bad; or there is poor ground between distributor and engine 
body. Follow the easy booklet procedure to pinpoint the 


trouble. 
Quick-Check: Lincoln T.M. Reg. U.S. Pat. Off. 


DIVISION OF THE McNEIL MACHINE & ENGINEERING CO. 
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The DWELL-TACH instrument indicates degrees of cam 
angle (point spacing). A variation of 2-3 degrees from the 
factory-specified figure is usually allowed, but further varia- 
tion can throw off the timing, and the necessary adjustment 
should be made. If points are adjusted, timing must then 
be adjusted to agree with correct cam angle setting. 


OTHER TESTS 


In addition to points, this 
twin set of highly sensitive 
electronic instruments accu- 
rately checks condition of: 


1. Coil, distributor cap and 
rotor (ignition output) 


. Spark plug and distribu- 
tor wires (secondary 
current 


3. Spark plugs (ignition 
reserve) 


. Carburetor (idle speed 
and mixture adjustment) 


The big advantages of this system are its speed, simplicity, 
accuracy in pinpointing and analyzing engine troubles... 
and all at a moderate cost. The system has been made as 
foolproof as possible; the margin of human error has been 
virtually eliminated. It’s the fastest, most reliable low-cost 
engine analysis method on the market today. 


INSTRUCTION 
MANUAL 


Lincoln Quick-Check instruments are ac- 
companied by an easy-to-follow instruc- 
tion manual, demonstrating the step-by- 
step Quick-Check method of ferreting out 
and correcting a variety of engine faults. 
With this material, anyone can perform 
the Quick-Check engine analysis confidently and efficiently 
without instrument training. A6io3 


SEND COUPON FOR INFORMATION AND PRICES 


LINCOLN ENGINEERING COMPANY 
4010 Goodfellow Bivd., St. Lovis 20, Mo., Dept. NP-1 


Please send me complete information and prices on your Quick- 
Check instruments for reliable, low-cost engine analysis. 


Name 
Company 


Address 





Letters 


Northwest by members of the Wash- 
ington Oil Marketers Assn. which I 
thought would interest you: 

“It is too new to evaluate properly, 
but it seems to be a step in the right 
direction.” 

“It’s the first new idea introduced 
in the market place in many, many 
years.” 

“It.is almost identical to the pro- 
posed legislation introduced two years 
ago in the state legislature, which 


would have required all supplying 
companies to give the same price to 
all accounts of 

ject to differentials in freight, terms 
of delivery, quantity, terms of pay- 
ment, etc.” 

“I understand that at least four or 
five other major companies are study- 
ing the plan, and they may be inau- 
gurating something very similar in 
their own companies shortly.” 

“Texaco is supposed to be introduc- 








KelloggAmerican 


Superior Kellogg-American engi- 
neering and workmanship assure 
longer trouble-free life. 

Kellogg-American air compres- 
sors give efficient, low-cost service 
by delivering more USABLE FREE 
AIR per kilowatt hour. 

Warehouses and parts depots 
are strategically located through- 
out the country to insure prompt 
shipment. 

Kellogg-American produces over 
250 different standard models from 
43 thru 20 HP, single and two-stage. 


For full details, see the Yellow Pages for the 
name of your nearest Kellogg-American jobber or write to: 


KelloggAmerican 


DIVISION SCAIFE COMPANY ¢ PITTSBURGH 35, PA. 





ing a plan embodying the same prin- 
ciple very shortly.” 

| proposed sending these on to you 
without revealing the names. How- 
ever, Jack Martin, a Mobil jobber 
from Mt. Vernon, Wash., said, “You 
can qoute me on anything I say in re- 
gards to this. We really love it. 

“It is the first thing that has hap- 
pened to ease the bookkeeping bur- 
den in marketing. We no longer have 
all of the complicated rebates and 
invoicing, and it has made our office 
work a pleasure rather than a chore. 

“We feel that it also has had a 
stabilizing effect in the market place, 
since everyone we supply is aware that 
he is getting exactly the same deal 
that everyone else gets.” 

Since the meeting of Dec. 1, it has 
developed that several majors are 
going to wide-area pricing, and that 
at least one is putting its marketing 
divisions on a profit-and-loss basis— 
which certainly seems to be a depar- 
ture from past practice—whereby no 
one could ever learn from the ac- 
counting division what it cost to sell 
a gallon of gasoline in the marketing 
division. 

Now if the industry can get back 
to the practice of selling for profit 
only (on an honest basis rather than 
an increment basis) we could be head- 
ed toward the road to recovery. 

FRANK BARKSDALE 

President 

Washington Oil Marketers Assn. 
Seattle 

>The whole field of petroleum-prod- 
uct prices is one of the most complex 
and one of the least understood in 
our industry. Conscientious fact- 
gathering and simple, clear explana- 
tion of pricing principles and policies 
can be of great benefit—particularly 
when they clarify the effects of such 
policies on the dealer and the jobber. 

Therefore I must congratulate NPN 
for an excellent, objective, and com- 
plete article in its December issue on 
our new area-pricing plan in the 
Carolinas. 

Among all the details collected by 
your staff, you were misinformed on 
only one point. You were evidently 
told that the jobber did not share the 
cut when Esso lowered its wholesale 
prices 0.8¢ gal. recently in a few areas. 
This gives us credit we don’t deserve. 
Whether this reduction was described 
as a “t.v.a.” or a “lower wholesale 
selling price,” the jobber bore his share 
of it, and we bore ours. 

H. R. Dowp 

Manager 

Marketing Dept., Carolinas Div. 
Humble Oil & Refining Co. 
Charlotte, N. C. 
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In the December 
NPN, Allen Fon- 
oroff of the Cleve- 
land City Planning 
Commission (left) 
contended that too 
many stations are 
eyesores — “esthet- 
ic nuisances” — as 
well as _ potential 
traffic and fire haz- 
ards. 


In Defense of Stations 

While I appreciate the sincerity and 
views of Mr. Fonoroff (“Why Stations 
Are Objectionable,” NPN—Dec. p115, 
there are some philosophies he ex- 
presses that are new and disturbing, 
such as: 

(1) That it is obvious that “‘a service 
station generates traffic and generally 
more traffic than most other retail 
businesses.” A service station is usual- 
ly located where existing traffic proves 
its need. Further, the nature of the 
traffic at service stations certainly does 
not create the traffic hazards that are 
created by such businesses as shopping 
centers, drive-in theaters, or, to be 
slightly facetious, even roadside tav- 
erns. 

(2) The idea that “every generator 
of traffic sets up conditions that are 
potential traffic hazards.” It is a new 
concept that regulatory decision be 
made on potential rather than actual 
facts in a business as long established 
as service stations. 

While from an _ objective stand- 
point as a designer I can agree with 
Mr. Fonoroff’s comments concerning 
the esthetics of sales promotional and 
advertising materials used on service- 
station locations, the facts are that 
the public is motivated to purchase at 
service stations where such point-of- 
sale advertising and mass displays of 
merchandise are used. This has been 
proved by all oil companies through 
actual experimentation. 

R. A. NILES 

Manager 
Operations-Engineering Dept. 
Standard Oil Co. (Indiana) 
Chicago 


Plea for Policy Change 

>“How Top Oil Marketers Are Plan- 
ning For 1961” (NPN—Dec. p79) 
intrigues me. If they will only practice 
what they preach, we will be okay. 
The majors have been making fools 
(maybe not that strong, but nearly) 
of their own dealers by their over- 
building of stations, setting up the 
price cutters to get more volume, and 
competing with their own jobbers and 
dealers. 


I do see a few signs of a change in 
pelicy, but am afraid it will be late 
unless they work fast. They say they 
do not want government control, but 
by their greed for volume they are 
asking for what they say they don’t 
want. 

Let’s hope they wake up soon 
enough to head off price control. The 
only way we will lose democracy is 
by our own greed. 

MARK YOUNG 
Mark Young Oil Co. 
Charles City, lowa 


WITH VIKING 





PLUS: 


75,000 S.S.U. 
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Bill Kenny’s Fight 


Your editorial “Solution to Costly 

Weakness” (NPN—Jan. p81) was 

read with great interest. Now you're 
talking! 

MERWIN A. SHEKETOFF 

Vice president 

American Coal Co., Inc. 

Hartford, Conn. 


(The editorial called for “head-knock- 
ing,” if necessary, to achieve a one-roof 
heating-oil organization.) 


HEAVY 


288 
PUMPS 


FOR THE 
PETROLEUM 
INDUSTRY 











YOU HAVE: 5 Gear reductions, 4pump sizes, 


20 capacities ranging from 17 to 164 G.P.M. 


® Pumps built for 200 PSI handling lubricating liquids, 
100 PSI non-lubricating liquids. 


© Pumps for delivering THIN or THICK liquids up to 


® Positive, fast self-priming. 

® Smooth, even discharge. 

® Exceptionally quiet operation. 

® Simplicity in servicing. Each component (pump, gearing 
and motor) can be removed separately. 


For complete information, write for catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. * In Canada, It’s ‘‘Roto-King’’ Pumps 
Offices and Distributors in Principal Cities * See Your Classified Telephone Directory 





EXTERIOR of Leber 
Bros. service station, 


CARL E. LEBER AND RICHARD H. LEBER, 
Partners of Leber Bros. Service Station, 


“Our Wattonal System 
saves us *1,290 a year... 


pays for itself every 11 months!’’—teber Bros. york, Po. 


“When we opened our station, we 
installed a National Service Station 
Register, and used it for our first ten 
months of operation. However, our 
volume did not come up to expecta- 
tions, so in trying to cut overhead, 
we sent the register back to National. 

“In no time at all we found our- 
selves suffering severe losses through 
mistakes in addition, forgotten 
charges, mistakes in change, inade- 
quate information, and excessive rec- 
ord-keeping time. This proved to us 
that we were paying the price of a 
register each year through losses but 
didn’t have the continuing advan- 


tages of the system. We called 
National and had them again install 
this system with us. 

“Our National System has elimi- 
nated losses, and we’d never think of 
operating this station again without 
it. Our National System saves us 
$1,250 a year—which means it pays 
for itself every 11 months.” 


bebe vs 
Poin hinL tan 


Partners of Leber Bros. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 


14 


Your service station, too,can benefit from 
the many time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through sav- 
ings, then continue to return you a reg- 
ular yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow 

pages in your phone book.) 


"TRADE MARK REG. U. S. PAT. OFF. 


Swtional™ 
CASH REGISTERS 
ADDING MACHINES « ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wer paper (No Carson Reauinep) 
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Money-Making Ideas 


There's money in small 
light bulbs, fan belts 
... The “toppling tires.” 


SHELL OIL is alerting its dealers on 
the big profits to be had on small light 
bulbs in new cars—some of which 
have more than 40. Emphasis is on 
rear lights, the ones most often dam- 
aged in the increasing number of rear- 
end collisions. They are also the most 
common defects found during spot 
safety checks. 


HAMILTON Oil Co. in Ohio offers 
its farm customers an extra service. 
In addition to maintaining farm gaso- 
line pumps, Hamilton paints them to 
the owner’s color scheme. A new paint 
job is done every year. It’s a plus 
service that keeps accounts in the fold. 


$ 


SOME Louisiana marketers have 
boosted credit-card sales by sending 
cards to every new driver in the state. 
District credit managers get the names 
from license bureaus, then check them 
out. In a followup, the dealer in the 
new driver’s neighborhood is told of 
the card mailing, thus giving him the 
opportunity for a welcome call. 


$ 


PHILLIPS is reminding its dealers 
that a fan-belt replacement job affords 
an excellent opportunity to sell the 
motorist a spare—just so they have 
the right type on hand when the re- 
placement goes. 


ESSO DEALER Fred R. Hughes in 
Richmond, Va., makes a point of serv- 
ing his out-of-town customers. Every 
Christmas he compiles a listing of 
credit-card holders who have visited 
his station, sends out over 13,000 
greeting cards. He also makes an all- 
out effort to return rings, watches, 
belongings left in his washrooms. 


$ 


THIRTY-SEVEN TIRES in a stack 
makes an eye-catching display for a 
Midwestern dealer. The secret is a tall 
iron pipe threaded through the tires. 
The pipe is angled at the top to make 
the stack look as if it is toppling. The 
lower tires are inflated to prevent 
crushing. 





THE 
KNOTTY PROBLEM 


of keeping your best foot forward 





























(and how brake service with Raybestos can help) 


Car owners are demanding. They expect top quality and service all the way 
down the line every time. Give them something not quite up to snuff just 
once and you risk seeing them across the street at your competitor’s. 


Your own petroleum products will not let you down. But when your 
dealers perform services like brake work, there could be customer dis- 
satisfaction—unless the linings are every bit as good as your gasoline 
and oil. 


Raybestos brake linings measure up. Behind them stand decades of pioneer- 
ing research and testing—testing in the laboratory, on the proving ground, 
and, over the years, at the Indianapolis “‘500.”’ Into these linings go the 
very finest materials—Raybestos even mines its own asbestos. Also well 
worth noting: by means of local sales and service brake clinics and its own 
factory schools, Raybestos sees to it that your dealers learn how to do 
truly professional brake work—the kind that customers are likely to 
recommend to their friends. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. i 
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PHILLIPS 


e brand 
At MeAMS 
IMeSS 





Brand acceptance and profits. The 
Phillips 66 name provides the ac- 
ceptance. You get the profits. And 
other benefits, too, such as sales 
training for personnel, technical ad- 
vice, business counseling. Write, 
wire or phone today. 


PHILLIPS PETROLEUM COMPANY 
Bartlesville, Oklahoma 
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Here’s the front-line of oil marketing—the critical place : Lo station. Just as Bennett puts superior engineering into 
for the brand name to get across—powerfully displayed mechanical features, Bennett puts superior point-of- 
on a sales-oriented dial face of a Bennett. The /[S@ salesmanship into gasoline’s final package—the pump 
motorist’s attention 1s focused on this point \ dial face. Oil marketers who want potent display 
more than on any other part of the / of their brand name prefer Bennett. 


~— s. 
JOHN Wood COMPANY . Bennett Pump Division - Muskegon, Michigan 
District Offices: Albuquerque ¢ Atlanta « Baltimore « Boston « Charleston ¢ Chicago « Cleveland « Dallas « Denver « Detroit * Kansas City 
Los Angeles ¢ Minneapolis e New Orleans « New York e Philadelphia « Pittsburgh e¢ Rochester « SaltLake e Seattle e San Francisco 
IN CANADA: JOHN Woop COMPANY LIMITED - Toronto + Montreal « Winnipeg « Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER"”’ 
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One of 14 Fruehauf Aluminum Tank-Trailers owned by 
Bridge Brothers, Lamar, Colorado. Fruehauf Aluminum 
Tank-Trailers may be used to haul gasoline, kerosene, 
benzine, lubricating oils, alcohol, solvents, diesel fuel, 


Which Fruehauf ocatian tits: anh wotet tle tiacemane 
Tanks Can You 
Use In Your 

Business? capenadiide: taal 


—for hauling gasoline, benzine, alcohol, and solvents. 





Fruehauf has the world’s broadest line of liquid and 
bulk transporters to help you boost your hauling 
profits! For over 47 years Fruehauf engineers have 
been designing and producing superior Tank-Trailers 
to meet the constantly changing requirements of 
petroleum haulers. 

At Fruehauf’s four large, modern tank produc- 
tion centers—Fort Wayne, Indiana; Fresno, Cali- 
fornia; Omaha, Nebraska; and Uniontown, Pennsy]l- 
vania (soon to be in production) —Tank-Trailers are —for hauling gasoline, kerosene, benzine, lubricating oils, 
being produced to rigid quality control standards for alcohol, solvents, diesel fuel, and aviation fuels. 

a multitude of dry and liquid hauling requirements. 


In addition, Fruehauf’s nation-wide chain of 


branches provides fast, efficient, competitively- F be U E a A U f T ® AILER COMPANY 
priced service wherever your vehicles operate. 10948 HARPER AVENUE DETROIT 32, MICHIGAN 


6200 Series Steel Petroleum Tank-Trailer 


Send full facts, without obligation, on the following Fruehauf Tank- 


Trailers (1)__ ; Sed ii i alate ee 


23 oa 
If It’s A Fruehauf, 
You Get More- parr : j (please print) 


So You Pay Less Company 
Address 


(2) 


City_ ee 
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Here’s Kerr-McGee’s pilot training center, Oklahoma City 


Specialists teach some subjects, like use of imprinter 


The Southwest 





Manager Charles Drake instructs trainees in fundamentals 


Trainees hope to become consignee-type station managers 


How ‘Troubleshooters Fight Turnover 


Kerr-McGee’s training center uses task forces to launch new stations, keep 
old ones going. Six more centers are on the way. Here's how it works 


1] OW DO YOU GET new service sta- 
tions off to a good start? How do 
you keep old ones open in the face 
of unexpected dealer turnover? How 
do you instill a spirit of “professional 
pride” in your employes? 


20 


These were problems Kerr-McGee 
Oil Industries faced two years ago. 

How did the company solve them? 

Kerr-McGee opened a pilot train- 
ing center in Oklahoma City to pro- 
vide flexible training for retail and 


wholesale personnel. The center’s staff 
teaches all phases of service-station 
operation to company employes and 
others sent for training by jobbers 
and retailers. 

This training center has proved so 
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successful that Kerr-McGee plans to 
build similar centers in six of its sales 
districts. 


What Are ‘Troubleshooters’? 


An important part of Kerr-McGee’s 
training operation is the center’s “sta- 
tion-management pool.” The pool is 
comprised of two highly trained task 
forces. Each consists of a station man- 
ager and three driveway salesmen. 
These men, known as “trouble- 
shooters,” are responsible for getting 
new service stations off to successful 
starts, and for keeping old ones open 
when there is rapid and unexpected 
dealer turnover. 

To do the job effectively, center 
manager Charles Drake and his five 
or more staff assistants (depending on 
the number of men in training) try 
to instill a spirit of professional pride 
in their “students.” 

When Kerr-McGee opens a new 
Deep Rock station, the company 
sends in one of its troubleshooter 
crews to begin operation, and to 
make sure its Deep Rock sales, serv- 
ice, and promotion programs are fol- 
lowed to the letter. 

Once the station becomes establish- 
ed, it is leased or operated under a 
commission-type agreement. The 
troubleshooters are then withdrawn 
and sent to another station, or back 
to the training center. 

The same procedure is applied when 
a change of operators is made. The 
crew operates the station until the 
turnover has been completed. 

However Kerr-McGee hopes its 
troubleshooters will minimize operator 
turnover, particularly during a new 
station’s roughest period—the first 30- 
90 days. The company realizes turn- 
over is costly, especially in terms of 
poor public relations between dealers 
and the public. 

Thus far, the troubleshooters are 
being used only at company-owned 
outlets, not at stations owned or con- 
trolled by Deep Rock jobbers. 


Retail Training 


Besides serving as operations center 
for its troubleshooters, Kerr-McGee’s 
Oklahoma City training center tries to 
train retail personnel more effectively. 
Some trainees are men assigned to 
branded outlets who come for a day 
of training in one or more aspects of 
station operation. These same men 
may also receive a full two-week 
course covering all phases of service- 
station procedure. 

Some sent from retail outlets are 
chosen because they are considered 
potential station-manager material. 


These men may be offered a station 
on a commission basis, if they develop 
“properly” after a few weeks to a 
few months of training. 

If a man comes from a commission- 
manager’s station or from a dealer, he 
can come only with his former em- 
ployer’s approval. 


Wholesale Training 


Kerr-McGee also instructs whole- 
sale trainees at the center. In fact, 
the center is their first training assign- 
ment. For two months the new mar- 
keting trainees are put through exact- 
ing paces. During this time they 
actually work with all station opera- 
tions: from service bays to managing. 

Lowell Clark, director of training 
and development, believes salesmen 
calling on dealers must know every- 
thing a dealer does and all his prob- 
lems so they will be able to provide 
the maximum in efficient service. 
Such a policy helps the trainee and 
saves the company money, he feels. 

If he survives station training, the 
trainee moves into the home office 
for further training, then is sent to 
a district to work with a regular sales- 
man for two weeks before getting a 
final assignment. Thus far, 10 of 18 
marketing trainees who began the 
program have survived. 


Makes Money, Too 


The Oklahoma City training center, 
formerly a consignee-type station op- 
erating at a loss, has shown a profit 
in all but four months since it was 
converted to an on-the-job training 
operation. Volume increased 50% 
within three months and has been 
holding steady ever since. 

Sidney E. Kraker, Kerr-McGee 
superintendent of training and de- 
velopment, says the pilot center also 
has proven the soundness of the com- 
pany’s thinking on how a sstation 
should be operated most effectively. 


Texas apparently is becoming the 
testing grounds for every conceivable 
type of trading stamp plan that pro- 
moters can think of. Now we have 
the “Gold Chip” plan. 

This uses plastic tokens instead of 
stamps. Participating merchants give 
customers a plastic gold-colored chip 
with each $1 purchase. When the 
customer gets 300 chips, he can ex- 
change them for a “certificate worth 
$4.20” when making a purchase from 
participating merchants. 

A “banking chest” is issued to cus- 
tomers. It hold 300 chips. 

The plan is being promoted by the 
Gold Chip Co., Dallas. 


February, 1961 * NATIONAL PETROLEUM NEWS 


Regions 


Operator sets dial, recorder prints credit- 
card number, sales total. Both are read 
automatically at accounting (see below) 


At least one Texas-based oil firm is 
expected to come out later this year 
with a credit-card handling system that 
could be one of the most error-free 
and highly automated systems in the 
industry. Others may adopt the system, 
too, depending on the outcome of 
negotiations now going on. 

The equipment, put on the market 
by National Data Processing Corp. 
(NDP) of Dallas, grew out of a 
Federal Reserve Bank automation 
project. 

At the service-station level, NDP has 
designed a piece of equipment which 
replaces the standard imprinter. Called 
a “Record-A-Board,” this equipment 
automatically records the customer’s 
credit-card number and total amount 
of sale on the invoice; the operator 
just sets dials for the total amount of 
purchase. This information is printed 
on the invoice in what NDP terms 
“machine-readable language.” 

At the company’s accounting de- 
partment, an all-electronic device reads 
invoices and then automatically in- 
structs keypunch machines to punch 
the information on cards, eliminating 
manual operation. 

NDP calls the device an “Optical 
Scanning Readatron Converter.” It 
attaches to standard IBM 024 or 027 
numeric card-punch machines. 

One person, NDP says, can process 
16,000 cards per hour with 10 
card punches. His duties will consist 
only of loading cards into the key- 
punches and monitoring the operation 
of the units. 

In the initial installation of NDP, 
the equipment will read and punch 
only account number and amount of 
purchase information. Optional equip- 
ment can be added later, however, to 
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add credit-card expiration date and 
station identification numbers to the 
automatic punch process. 

NDP claims its all-electronic device 
is less expensive and provides more 
reliability than electro-mechanical 
types on the market or in the de- 
velopmental stage. A single converter 
can be leased for about $575 per 
month, sells for about $21,000. 

The “Recorder” used at the station 
level sells for $65 per unit in lots of 
100 units; lease price is $1 a month. 

NDP says the next step in speeding 
the processing of credit-card invoices 
will be to bypass the punching of the 
card altogether by reading informa- 
tion directly into a computer and then 
sorting the invoices into desired cate- 
gories. It’s discussing with several oil 
companies the development of equip- 
ment for this purpose. 

The oil company planning to use 
this equipment has ordered 100 “Re- 
corders” for delivery later this year. 
The company does not wish to be 
identified now. 


»Kerr-McGee Oil has increased its 
pay scale for salaried service-station 
attendants about $10 a week in an 
attempt to cut down turnover. 

To offset the additional overhead, 
the company advised employes the 
stations would be kept open two hours 
longer each day, which in effect put 
them on a 60-hour week. The company 
reported the attendants were well 
satisfied with the move, which started 
in late 1960. 

Kerr-McGee reports that business 
during the extra two hours of opera- 
tion was more than paying for the 
extra pay costs. 

Kerr-McGee has been trying out 
various other plans at the small num- 
ber of salaried stations it operates. 
A recent plan sounded good on paper, 
but failed in operation. Attendants 
worked a certain number of hours 
straight, and then were off duty a 
certain number. The theory was to 
give the men more days off, although 
not back to back. 

Neither the company nor the men 
liked the idea. It was found that 
fatigue set in, and men didn’t like 
the’ single day off as well as a day 
and a half or more at one time. 


Continental Oil Co. has added 14- 
million gal. of propane and butane 
storage through purchase of three 
underground caverns from Petroleum 
Sales Inc., Lake Charles, La. cost: 
$350.000. 

The facilities, including truck and 
rail loading and unloading docks, are 
located on a 120 acre tract at Easton. 


— 


Chicago’s biggest and newest oil-burner installation is the city’s new convention hall, 
McCormick Place. It has the approval of oil-heat men (see Midwest regions) 


Midwest 


Exhibition hall picks 
oil heat... Car wash at 
five different prices 


CHICAGO oil-heat equipment makers 
and heating-oil distributors, in the 
middle of the cheap natural-gas belt, 
have something new to talk about. 
It’s the oil-heat installation in the city’s 
newest showplace, the $34-million 
McCormick Place exhibition hall. Oil 
men call the installation the largest, 
most modern of its kind. 

Four packaged 600-hp. Cleaver- 
Brooks steam boilers supply heat, hot 
water, and humidity control for the 
big hall, occupying 34-million cu. ft. 
The space includes exhibit halls, 23 
meeting rooms, a 5,000-seat theatre, 
kitchens, dining rooms, and restrooms. 
A fifth boiler will be added when the 
hall is expanded, One unit is kept in 
reserve for emergencies. 

Convention-hall officials are using 
oil now, although the burners are 
combination oil-gas units. Oil is likely 
to be used for some time because the 
local utility doesn’t have enough gas 
to handle the job. Even if supply were 
available, the gas company would have 
trouble delivering it to the hall because 
gas mains aren’t big enough. 

With outside temperatures at 30 
deg., each boiler consumes an average 
of 1,000 gal. of No. 6 oil daily. Run- 
outs should not be a problem because 
there’s a good-sized bulk plant for 
storage of oil. Eight tanks have a 
total capacity of 240,000 gal. 


Heavy oil is preheated by steam-and 
electric-type preheaters. Steam from 
the boilers is used to heat water 
through heat exchangers. Similar 
equipment is used to heat recirculated 
cooled air for humidity control. 

The installation operates through a 
Fireye FP-2 electronic safety control 
system made by Combustion Control 
Div., Electronics Corp. of America, 
Cambridge, Mass. It can shut down 
any unit in case of flame failure, con- 
trol any boiler from low fire through 
high fire, and meter air and fuel in 
correct amounts for proper burning. 

The heating equipment is part of 
a $5-million package that includes 
refrigeration, piping, airconditioning, 
and ventilation. It was installed by 
Fred W. Kramer & Associates, Chi- 
cago. 

Convention-hall management is 
looking over fuel-oil bids to decide 
who'll get the supply contract. The 
original filling was handled by Material 
Service Corp. 


PIn Cleveland, Ohio, one station 
operator did pretty well during the 
recent holiday season offering a $1 
roll of Christmas wrapping paper for 
49¢ to every purchaser of eight gal. 
of gasoline. 


In St. Louis, a new station flying the 
Lion flag (on which also appears a big 
“M” for Monsanto), offers car wash 
at five different prices. 

The price is $1.50 if no gasoline is 
purchased, 99¢ with four to six gal., 
89¢ with six to eight gal., 69 with 10 
gal., or 49¢ with 12 gal. or more. Car- 
wash volume is good enough to keep 
12 men busy. 
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The East 


New York City mulls 
licensing plan for 
heating-oil dealers 


HEATING-OIL jobbers in New York 
City expect something to break this 
month in the city’s attempt to license 
heating-oil retail- 
ers. The city’s ef- 
forts grew out of 
last year’s short- 
measure scandal 
(NPN—Mar. 60, 
p 80), in which 
several leaders 
were found to be 
mixing air with 
oil. 

If the city goes 
ahead with its 
licensing plan, 
jobbers say, it’s expected to make 
provisions that some of the respon- 
sibility for full-liquid measure falls 
on the truck driver, the man who 
actually makes the delivery. 

This conclusion is based on a num- 
ber of behind-the-scenes talks between 
city officials and retailers. 

The city’s original licensing proposal 
would require oil retailers to pay $25 
a year for a license to do business in 
the city, and pay $10 a year license 
fee for each truck they operate. In 
addition, persons who calibrate meters 
would pay an annual $25 license fee. 

The city’s proposal also spells out in 
greater detail the pertinent parts of 
broadly written and broadly inter- 
preted state laws with regard to equip- 
ment on retail delivery trucks. 

It includes new regulations to im- 
prove record-keeping, which oil men 
generally approve of. One such regu- 
lation would make it mandatory for 
retailers to keep duplicate copies of 
delivery tickets on file for at least a 
year. Many retailers, but not all in the 
city, do keep duplicate tickets on file 
for at least that period. 

But the city’s proposal, as oil men 
look at it, contains one big flaw. It 
puts all responsibility for full measure 
delivery on the shoulders of owners 
of a business, making them liable to 
lose their city licenses, and with it the 
privilege of doing business in the city, 
for any infraction, although some in- 
fractions could happen in areas over 
which the owner has no direct control. 

As more than one oil retailer has 
pointed out, “The city’s proposal does 
not say anything about the truck 
driver. And a truck driver who is un- 
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FUEL FASTER 
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Delivers more gallons with less work, on farms and construc- 
tion jobs, at truck terminals, in garages and factories. High 
vacuum, self-priming transfer pump delivers a constant flow 
of up to 20 gallons a minute with up to a 20-foot lift. 
Automotive-type pistons with rings withstand severest 
conditions. Vacuum breaker prevents siphonage, provides 
complete hose drainage. No foot valve. Available with auto- 
matic nozzle. PATENT NO. 2.643.081 


JOHN WOOD COMPANY, 


BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 





Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems, A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 


@ CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


e@ RESETS AUTOMATICALLY after 


line pressure is restored. 


2” Buckeye Leak Detector e@ MAY BE OPENED MANUALLY with 


Valve #9539-A optional wrench. 
(Patent Pending) 


Mounts on the outlet side of the pump for easy access. 
Features a pressure sensing boss for taking pressure read- 
One Buckeye SPY detects ‘ ‘ ; 
leake anywhere ta pour tputtin, ings and an adjustable bypass needle valve which can be 
set to indicate even the smallest loss in pressure. Available 
For details, write: with either 2” N.P.T. or 2” union outlet. 


Bucksye. BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 + DAYTON 1, OHIO 
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happy can really put the retailer over 
the barrel.” That’s why oil men are 
suggesting the city include in the regu- 
lation some licensing provision for 
truck drivers. 


By April 1, Sun Oil Co. will add 
650,000 bbl. of liquefied-petroleum- 
gas storage at its Marcus Hook, Pa., 
refinery. This will bring LPG storage 
capacity there to 900,000 bbl., all 
underground. 


One of the industry’s coming proj- 
ects will be to update New York City’s 
regulations on the size of underground 
storage tanks at service stations. 

The city now says that 550-gal. 
is the largest tank you can put in 
the ground at a service station, al- 
though there’s no limit, except prop- 
erty size, on the number of such tanks 
you can install. 

The industry is frowning on the 
time that it takes to make and break 
connections to fill each 550-gal. tank. 
Filling a larger tank would take less 
time and would improve delivery 
safety, the industry contends. 


Oil burners in New York City’s five 
boroughs are expected to consume 
1.63-billion gal. of heating oil in the 
current 200-day heating season, says 
Larry Murphy, president of the city’s 
Better Heat With Oil Council. This 
would be 2% ahead of last year’s 
volume. 


> Norman I. Starr, accountant for Fuel 
Merchants Assn. of New Jersey, thinks 
heating-oil jobbers in that state are 
not making enough money on heating- 
equipment sales and service. He’s 
convinced that jobbers are giving both 
equipment and service away. 

Starr’s findings are based on the 
average gross margins on equipment 
and services compiled for FMA’s an- 
nual operating-cost survey. These 
grosses, which include only the cost of 
materials, show sharp declines from 
previous survey results. 

Here’s how the results of the two 
surveys compare: 

e Jobbers doing up to $5,000 in 
sales and service reported average 
gross margins of 3.85%. Last year the 
margin was 50.07%. 

e Jobbers doing $15,000-$40,000 
in sales and service, had an average 
gross margin of 20.77%. Last year the 
margin was 26.33%. 

e Jobbers with $40,000-$70,000 
sales had a gross margin of 23.35%. 
Last year it was 38.34%. 

e Jobbers with sales over $70,000 
reported an average gross margin of 
17.48%. Last year it was 48.38%. 


Regions 


Southeast 


Oilmen try water heater 
for warm climate...New 
marketer: ‘kerosinero’ 


SOARING natural-gas rates in Flori- 
da are bringing the day nearer when 
oil marketers will be a force in 
the water-heater 
market. Belcher 
Oil Co., Miami, is 
doing something 
to hasten the day. 
It’s experiment- 
ing with an oil- 
fired hot-water 
heater of special 
design for warm 
climates. 
Most Florida 
oilmen have long 

By B. E. Barnes felt the need for 
something different in oil-fired hot- 
water heaters. Standard water heaters 
built for nationwide sale are just too 
large, too costly, and too expensive to 
operate. 

Putting it another way, Reggie 
Moffat, president of the Better Home 
Heat Council of Florida, says: “The 
water that comes to my home stays 
between 67 and 72 degrees the year 
round. We don’t need a super unit 
to keep water hot. 

“We've begged the industry to give 
us a heater that would do a better 
job for us at less cost. We didn’t get 
any answer. So some of our Florida 
people are working on a home-grown 
solution.” 

Center of Florida’s oil heater de- 
velopment is Belcher Oil Co., where 
vice president Harland Snodgrass now 
has six oil-fired units in tryout loca- 
tions. Belcher is using Gulf’s new 
burner in combination with late-model 
equipment. 

Snodgrass says he hopes to be able 
to offer customers a burner that is 
interchangeable with standard gas 
burners. This would allow a home- 
owner to change fuels without replac- 
ing the heater tank and controls. 

He even hopes his burner will be 
suitable for the light, type-B flue now 
standard for gas-heater installations 
in Florida. 

The oil-fired unit will cost about 
the same as a comparable heater unit 
with a pot-type oil burner. 

“We're following a national trend 
toward innovations for burning fuel 
oil,” says Snodgrass. “We want to be 
first with new equipment to suit our 
part of the country.” 
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BOOST 
ADD 
QUART 
SALES! 


CHECK YOUR OlL 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto © Montreal 
Winnipeg * Vancouver 





2700 “ayes” 


have it... 


3 led 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 

BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 
INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 


LOOK TO ATI 





course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 

All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. « Providence, R.I. 
Syracuse, N.Y. «¢ Pittsburgh, Pa. + Charlotte, N.C. 


NTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 





‘Oil for the Stoves of Haiti’ could be the slogan of Esso S.A.’s new campaign. Thou- 
sands of low-cost kerosine stoves are being sold, each using about a barrel a year. 
It recalls Standard’s sale of lamps in China (see Southeast region) 


Belcher officials hope to have the 
oil-fired water heater on the market 
by mid-1961. The Belcher Co. will 
buy the units from an independent 
manufacturer, and market them in 
south Florida. 

In Tampa, Jacksonville, and Orlan- 
do, Belcher will franchise distribution 
of the units. 

Will jobbers get the franchise? Snod- 
grass says, “We would like to work 
through jobbers, because they'll do a 
better job of installing and selling in 
order to get the fuel-oil account. But 
in some areas, jobbers just don’t 
handle heating equipment. So our 
franchising will be set up to suit the 
individual market areas.” 


Esso Standard Oil South America 
Ltd., now headquartered in Florida 
after a move from inhospitable Cuba, 
is jumping at a chance to help Haiti 
solve a serious economic problem. 
Esso’s solution means more oil sales. 

The problem: Haiti, which shares 
the Caribbean island of Hispaniola 
with the Dominican Republic, is losing 
5% of its farmable topsoil to erosion 
every year. Natives cook with charcoal. 
Charcoal is made from trees. Without 
trees, tropical rains and winds wash 
the topsoil into the sea. 

Esso’s solution: to persuade the 
natives to use kerosine stoves instead 
of charcoal burners. But it isn’t easy. 
Average income in Haiti is only $50 
a year. How do you talk poor Haitians 


into spending money on a stove when 
incomes and traditions so strongly 
support use of charcoal? 

Esso’s first concern was development 
of a low-cost stove. Figuring on low- 
cost native labor for stoves and wicks, 
and a stove design including best 
features of the British, Hong Kong, 
and Brazilian stoves, Esso came up 
with a burner to sell for $1.80. This 
is realistic price allowing profit for 
Haiti Metals S. A. (the fabricator) and 
commissions for the Haitian distribu- 
tors and salesmen. 

Esso does not subsidize the stoves’ 
cost, but the company did furnish 
steel dies to help the metalworking 
firm set up an assembly line with 
maximum production of 16,000 stoves 
per month. 

Haiti’s government has supported 
the Esso plan with a “National Kero- 
sine Week” publicity program. News- 
papers have praised Esso for its “pa- 
triotic initiative.” But the selling of the 
stoves has been largely up to Esso. 

The company advertises in news- 
papers, on radio, and on _ printed 
posters. It sends a publicity van into 
the Haitian back-country, with a pub- 
lic-address system, movie projector, 
and tape recorder to sell the people 
on the merits of fuel-oil cooking. 

Although Esso makes no profit from 
sale of the stoves, it stands to do a 
nice kerosine gallonage in Haiti by 
the end of 1961. Each stove will use 
a 42-gal. barrel of oil per year. 
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Specially designed for effi- 
cient transfer of petroleum 
products. High vacuum, 
self-priming transfer pump 
delivers a constant flow of 
up to 10 gallons a minute. 

Automotive-type pistons 
with rings withstand sever- 
est conditions. Vacuum 
breaker prevents siphon- 
age, provides complete hose 
drainage. No foot valve. 
Automatic nozzle available. 


JOHN WOOD ~ 
COMPANY | 


BENNETT PUMP DIVISION * MUSKEGON, MICH. 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 





These Products 
SELL 
Your Products 


SELOM, | 


helps you .. 


Increase motor oil sales 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 








lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 











fre TIRE BARGAINS &- 
% ater Sawing: 





e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment, 


MODERN METAL PRODUCTS CO 
PO. BOX 1798 e GREENSBORO, N. C. 
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More than 15,000 stoves already 
have been sold in the Port au Price 
area. And the 1961 campaign is ex- 
pected to sell an average 2,500 stoves 
per month. 

To make kerosine as readily avail- 
able to Haitians as charcoal has always 
been, Esso is arranging to convert 
many local charcoal vendors to small- 
scale oil jobbers, or “kerosineros,” as 
the house-to-house deliverymen are 
called in Haiti. 


The West 


S&H official claims 
posting stamp value is 
‘grossly misleading’ 


A MAJOR trading-stamp company, 
struggling to protect its share of an 
estimated $20-million annual business 
with California service stations, has 
protested a recent ruling by the state’s 
attorney-general. 

The ruling requires service stations 
that issue trading stamps to post signs 
showing the value of the stamps and 
indicating that the posted gasoline 
price includes this amount in its total. 
This ruling figures prominently in one 
of the biggest antistamp campaigns in 
the country (NPN—Sept. ’60, p23). 

John G. Beinert, assistant vice pres- 
ident and western division manager for 
S & H Green Stamps, said that attor- 
ney-general Stanley Mosk’s ruling, if 
enforced, would be “grossly mislead- 
ing” to the motoring public and would 
cause “insurmountable problems.” 

Beinert, speaking at a public hearing 
of the state Agriculture Dept., said 
that the posting of a price breakdown 
—gasoline price, stamp value, and 
gasoline price less stamp value—might 
lead motorists to believe they could 
reject stamps and receive a lower 
price. Actually, he said, trading 
stamps are not redeemable except in 
lots of at least 1,000, and then only 
at redemption centers. 

Countering an assertion that S & H 
signs were misleading, Beinert said, 
“It is inconceivable . . . that such a 
statement on a sign as ‘We Give S & 
H Green Stamps’ . . . could be con- 
sidered . . . as a sign that indicates a 
reduced price that might mislead the 
public. The very purpose of the signs 
is to attract customers who are familiar 
with the service.” 

Beinert cited certain physical prob- 
lems he called “insurmountable.” Not- 
ing that some stations sell as many as 
seven grades of gasoline, he said that 


they would require signs 12 ft. high 
and 150 ft. long to comply with the 
ruling. He felt certain that local ordin- 
ances would outlaw such eyesores. 

He also claimed that S & H has 
already invested $83,000 in signs for 
California. To adapt them in the man- 
ner prescribed, he said, would be 
impossible. The old signs would be a 
total loss, and new signs costing “mil- 
lions of dollars’ would have to be 
installed. 

S & H—along with Blue Chip, the 
state’s top trading-stamp distributor— 
is opposed by the California Federa- 
tion of Service Stations. The federa- 
tion wants immediate enforcement of 
Mosk’s ruling. 

CFSS contends that the 10,000 sta- 
tions using stamps not only should 
charge for them but also should make 
a profit. The federation estimates that 
each station pays an average of $2,000 
a year to issue trading stamps. It 
claims the stamps are a contributing 
factor in the low profit margin on 
gasoline—said to be the major reason 
for a 62% turnover of service-station 
dealers in California in 1959. 

So far no attempt has been made 
to enforce the stamp-sign ruling. 


Rockies 


Jobbers, dealers seek 
price-sign curbs... 
Wyoming 1c tax hike? 


JOBBERS and service-station dealers 
in Colorado have joined in urging the 
state legislature to enact a bill to 
regulate the use 
of gasoline price 
signs. 

The Colorado 
Petroleum Mark- 
eters Assn. (CP- 
MA) and the Pe- 
troleum Retailers 
Assn. of Colorado 
(PRA) united in 
drafting the legis- 
lation. Through 
their organiza- 
tions, they have 
enlisted the help of thousands of serv- 
ice-station owners to educate local 
senators and representatives on the 
purpose of the legislation. 

PRA said the legislation has become 
necessary “not only because signs have 
the effect of forcing the gasoline 
dealers to maintain a set price level, 
but because they are also used to 


By Frank Pitman 
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Why do the most 
successful Jobbers attend 





Al Kaye, Chairman of 
NOJC Jobber Manage- 
ment Institute Commit- 
tee and Bill Marquam, 
Manager Trade Rela- 
tions, The Pure Oil Com- 
pany, and past Chairman 
API Jobber Manage- 
ment Institute sub-com- 
mittee, take a close look 
at a display at a recent 
National Oil Jobbers 
Council Meeting. 








jobber management 


institutes ? 


Why do they keep coming back year 
after year? What’s in it for them and you? 


Let’s take a close look at a 
typical Institute—maybe we 
can find the answers here. 
Specific discussion topics are 
drawn up by the state or reg- 
ional jobbers association spon- 
soring the Institute based on 
known and expressed needs of 
members— your needs! 
Successful jobbers who keep 
coming back year after year 
say they wouldn’t miss this 
opportunity to study manage- 
ment and exchange ideas with 
other successful jobbers—to 


get specific suggestions on how 
to improve their efficiency, 
make more money, and serve 
customers better. 

One highly successful jobber 
puts it this way: ‘“‘If the Insti- 
tute didn’t do anything else 
but give me the opportunity to 
rub elbows and chew the fat 
with other jobbers, it would be 
more than worth the time and 
small cost of attending.”’ 

Pure Oil backs Institutes 

whole-heartedly 
Pure Oil personnel are always 
willing to help the Institutes 
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in every way possible because 
we believe in jobbers. (Over 
40° of our bulk plants in 24 
states are jobber plants. Since 
1950 our jobber network has 
increased 20°%..) 

Next time there’s a Jobber 
Management Institute in your 
area, attend it. See for your- 
self how it helps you. 


Be sure with Pure 





FOR 
EVERY 
OILHANDLING 
NEED... 


REG. U. 5, pat. OFF 


Neoprene keeps hose on the job. Tough, versatile 
neoprene—Du Pont’s synthetic rubber—has a wide range of use in petro- 
leum hoses of every description. The reason is simple: no other material 
has such a unique combination of properties. Neoprene stands up tu 
weather exposure, temperature extremes, abrasion and ravaging effects 
of oils and chemicals. 


Performance like this—now so commonplace it’s seldom given a 
second thought—actually affords dramatic evidence of neoprene’s ability 
to keep hose on the job far longer, at far greater long-term savings. What- 
ever your oil-handling problem, there’s a hose of tough, long-lasting neo- 
prene to fit your needs. Why not ask your local distributor for the facts 
right now? E. I. du Pont de Nemours and Co. (Inc.), Elastomer Chemicals 
Department NPN-12, Wilmington 98, Delaware. 


For instance: eleven years ago, an Eastern fuel 
oil distributor installed a 150 ft. length of 
neoprene jacketed oil delivery hose on one 
of their trucks. Last year this truck chassis 
was replaced but the neoprene jacketed hose 
Pia ' ; : mere continues to be used. Previous service life 
ee a ane ~<a aene for delivery hose —3 to 4 years. 
eae oes : 


For instance: a gasoline pump hose with neo- 
prene cover lasted so long, was still so flexible 
and resilient, the station owner could hardly 
believe his eyes when records showed he 
ordered the hose installed eleven years ago. 


For instance: neoprene dock loading hose set 
a new record for continuous service — 11,000 
pumping hours in 7 years—for a leading 
refining Company. 


SYNTHETIC RUBBER 


Better Things for Better Living .. . through Chemistry 


30 
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Regions 


mislead the public as to the actual 
price of gasoline. 

The proposal prohibits use of all 
price signs except one. This may be 
mounted on the dispensing pump, and 
cannot be any larger than 12x12 in. 

The retailers sponsored a_ similar 
bill last year, but it was not accept- 
able to jobbers and suppliers. James 
R. (Buzz) Coffman, executive director 
of the dealers organization, said the 
former bill just had too “many 
clauses.” 

Coffman said the new measure has 
two principal aims: 

“1. To reduce the amount of con- 
trol which the supplier has over the 
dealer in establishing a set retail price. 

“2. It will reduce the effect of the 
price cutter who buys gasoline from 
his supplier cheaper than another 
dealer is able to buy it.” 

He said it would also help a dealer 
to establish his own retail price with- 
out “price-sign retalliation” from “un- 
scrupulous competitors.” Coffman 
added that the measure “will put the 
burden of sustaining price wars on 
the shoulders of the supplying com- 
panies instead of on the shoulders of 
the gasoline dealers.” 

To help gain passage, the retailers’ 
association asked the 3,100 dealers on 
its mailing list to send postal cards 
to their own senators and represen- 
tatives as well as to Gov. Steve 
McNichols urging passage of the pro- 
posal. Service-station dealers are also 
making personal visits to the homes 
of senators and representatives in their 
districts. 

The suggested sample message deal- 
ers were asked to send to the governor 
urges him to approve the measure on 
the grounds that it will “help prevent 
hundreds of dealers from going broke 
every year.” 

The proposed bill provides mis- 
demeanor penalties for displaying any 
price signs other than the 12x12-in. 
one on the dispensing pump. Penalties 
are imprisonment in the county jail 
for not more than six months or a 
fine not to exceed $100, or both. 


>Trading-stamp companies are ex- 
pected to make an effort in the 1961 
Wyoming legislature to repeal the 
1959 act banning the devices. Wyom- 
ing legislative leaders don’t give the 
repeal much of a chance of passing. 

The Wyoming supreme court recent- 
ly upheld the constitutionality of the 
law banning trading stamps. 

Sen. Charles Irwin (R., Douglas), 
slated to be majority floor leader of 
the senate, led the fight two years 
ago to impose the ban on trading 
stamps. He said there has not been 
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ANGELUS 


CAN CLOSING MACHINES 


Angelus seamers are d 

round can closing reqyrements for all types of 
petroleum products, id or solid, from 30 
up to 500 cans per y p 


Angelus machines 
dependable; the 
and maintain; the 


Angelus has 

is the nationg@) 
producing a 
machines. 
Specify produ& 
capacity require 


ANGUS 


Sanitary Can Machine Company 





SAY *(60") HERE... 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top Tx, 
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Weight of Luminaire is Rigidly Sup- 
ported by Sturdy Load Bearing ar 
Hub Supports A 
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Each Arm 
Individually } Wireway Access 
Adjustable Door for Easier Wiring 





FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 


your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 


design offers more powerful and 


better light over wider areas. 


e Do offer maximum versatility 


and economy. Can be used for 
island, perimeter and approach 


lighting. 


CORPORATION 
1800 N. Spaulding « Chicago 47, Illinois 





Regions 


enough change in the composition of 
the legislature to reflect any basic 
change in the thinking of the legisla- 
ture in the past two years. The senate 
voted 22 to 5 to impose the trading- 
stamp ban two years ago. 

The two men who are competing 
for speaker of the house and majority 
floor leader in the house—Rep. Joe 
Budd (R., Big Piney) and Rep. Marlin 
L. Kurtz (R., Cody)—both are foes 
of trading stamps. 

“As far as I’m concerned the law 
of two years ago reflects the will of 
the people,” Kurtz said. “I believe any 
attempt to repeal that law will not get 
much consideration.” 

Budd said most of the house mem- 
bers who voted against trading stamps 
two years ago have been re-elected. He 
said he believes the trading-stamp ban 
“is good legislation,” adding “I'll op- 
pose any effort to change it.” 

The two minority floor leaders— 
Sen. Rudy Anselmi (D., Rock Springs) 
and Rep. Pat Scully (D., Laramie)— 
also said they would oppose any efforts 
to repeal the trading-stamp ban. 

New York attorneys for Sperry and 
Hutchinson Co. said they are studying 
the Wyoming supreme-court decision 
before deciding whether an appeal 
will be taken to the U. S. supreme 
court. 

The supreme-court decision also 
upheld the validity of a Casper city 
ordinance banning stamps. The devices 
have not been used in Casper for 
about 18 months. 

The supreme court opened the door 
for another legislative battle over 
stamps by saying in its opinion: “Re- 
lief for the trading-stamp companies 
or for the housewives who feel af- 
fronted by being denied the privilege 
of shopping for bonuses they believe 
trading stamps offer them must be 
sought at the hands of the legislature 
and not at the hands of this court.” 


&An additional 1¢-gal. state tax on 
gasoline is being recommended to the 
1961 Wyoming legislature in a high- 
way fiscal study prepared by the 
University of Wyoming. 

Dr. Timon A. Walther, director of 
the study, says half of the additional 
tax would be earmarked for refund- 
ing to cities and towns for street 
maintenance and construction. He says 
cities would be asked to discontinue 
their taxes on motor vehicles in ex- 
change for the gasoline-tax rebates. 

The Wyoming gasoline tax is now 
5¢ a gal. 

Walter says the trucking industry 
is not paying its just share of highway 
user taxes, and recommends trucks 
be charged a higher fee. 
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PUTS YOU A STEP AHEAD... 


...a giant step on the path of profits with WIX-O-MATIC, the 
selling system for Air Filters and Oil Filters that deducts the risk, 
the doubt, wasted time and unnecessary inventory. 


FILTERS 


e Guaranteed sales, 
© Guaranteed against ebsolescence. WIX-O-MATIC enables you to serve customers quicker and 
© Automatic stock control. better and makes the job easier for your service mechanics. It’s 


o Instant identification of the right fitter the big important profit story your jobber wants to tell you. 
Call him today! 


WIX CORPORATION ®* GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 


In New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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© Balanced stock for your needs. 


© Minimum investment — fast turnover. 





Brake service pays big profits— 


with small investment 


With Grey-Rock, it’s easy for 
service stations to get into the 
profitable brake service business. 
No heavy investment in machines 
or equipment is needed. 


With the Grey-Rock “Sales- 
maker,” they get six popular sets 
of lined brake shoes—the Grey- 
Rock brake service manual—the 
most complete in the industry— 
and their choice of 3 assortments 
of labor-saving brake tools. From 
the beginning they are equipped 
to make money on brake service. 


With Grey-Rock they earn cus- 
tomer confidence, too. They in- 
stall top-quality lining that gives 


safe, sure stopping power and 
long, economical service life. This 
naturally means more satisfied 
customers—the surest way to 
build steady business. 


Grey-Rock keeps dealers in- 
formed through brake service 
clinics and service bulletins that 
provide facts on all brakes—and 
supports their selling efforts with 
national advertising that builds 
customer acceptance. Grey-Rock 
dealers find that brake service 
helps build sales volume on gaso- 
line, oil, lubrication and TBA, 
too. For details, contact Grey- 
Rock Division of Raybestos- 
Manhattan, Inc., Manheim, Pa. 


oa BVOY-ROCK oc. sacsnceo snare vmnes 


BALANCED BRAKSETS e TRUCKSETS e BRAKE BLOCKS e VEE-LOK* CLUTCH FACINGS e AUTOMATIC TRANSMISSION PARTS 


You Cent? Day 0 Calli Drake Laing 1 Sere Your Lye 











What They’re Saying 





About oil regulation 
... risks for profits 
... many-hatted dealer 


C We would do 
well to remember 
that every un- 
necessary step to- 
ward more regu- 
lation, no matter 
how minor, is a 
step away from 
the competitive 
system—the only 
system which has 
been able to make 
energy available 
in the tremendous 
quantities and at the low prices we 
have in America. Government inter- 
ference—as typified by all the un- 
realistic proposals we have been fight- 
ing off—inevitably points straight to- 
ward restricted petroleum supplies and 
inflated product prices.” Kerryn King, 
vice president, Texaco Inc. 


¢¢ Now we're on our own. No abnor- 
mal factors are stimulating demand. 
Now it is absolutely vital that each of 
us think and operate as businessmen, 
examine our product patterns in the 
light of profits, and act on the basis 
of realistic market expectations.” 
M. J. Rathbone, president, Standard 
Oil Co. (N. J.) 


¢¢ Unless each 
business is pre- 
pared to take risks 
to expand, it will 
soon find _ itself 
pushed aside by 
more ingenious 
and courageous 
competitors. To 
make more profit, 
businesses will 
have to invest in 
new equipment 
and automation 
technique to produce more efficiently 
the goods and services that people 
want. This, after all, is nothing more 
than providing for future economic 
growth.” Stanley D. Breitweiser, pres- 
ident, DX Sunray Oil Co. 


Breitweiser 


¢¢ All too often we are tempted to put 
a man into a station who is capable 
of wearing only the janitor’s hat, when 
what is needed is a man who can 
wear the hats of sales manager, opera- 
tions manager, financial manager, and 
general manager.” Carl Havens, sales 
training manager, Pure Oil Co. 
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TAKING A LOAD OFF YOUR MIND 


You can always be sure with a Smith-Erie 
gasoline pump... sure of sustained accuracy 
year after year. Years ahead in styling, 


too — beauty made to measure by 


Smith- E22 
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SMITH-ERIE SALESMAN “48” SINGLE PUMP 
Smith-Erie’s compact pump — a short 48” 
unit for better visibility. Large, sloped-back 
eye-level dials are clearly read day or night — 
by night with normal overhead station lights. 
For the new, lower cars, both customers and 
attendants can easily see the amount of sales. 
One-hand motion to reset computor and start 
motor. Hose nozzle and hose are flat against 
side of pump. Heavy-duty, high-speed Sales- 
man “48” pumps are also available. 





smith-Erie 


SMITH-ERIE SALESMAN “48” TWIN PUMP 
The Salesman “48” is also available in a twin. 
The twin pump or dispenser is the same size 
as the single pump — base 17”x 2344”. The 
side-mounted nozzie holster permits even 
greater space saving. The twin dispenser may 
be had for either one or two products — the 
twin pump for one product only. Existing 
single pumps can be easily replaced as this 
twin fits in the same island space. The ideal 
pump for more volume. 

















SMITH-ERIE L-3 SINGLE PUMP 

Here is the first, finest and most imitated 
canopy pump on the market today. Modern, 
streamlined styling enhances the appearance 
of any service station. Dual-purpose canopy 
conceals the lighting and protects the dial face 
from rain, snow and dirt. The wide dial face 
is framed in stainless steel. Available with re- 
tractable hose. Equipped with famous PM 2 
meter and Veeder-Root computer. Also avail- 
able as a heavy-duty pump at 23 gpm. 


SMITH-ERIE L-3 TWIN PUMP 

Smith-Erie L-3 pumps are also available in one 
or two product twins — in retractable outside 
hose only. Smith-Erie twins have the same 
outside dimensions as the single pumps. They 
occupy a minimum of island space while pro- 
viding service to two customers simultaneous- 
ly. All Smith-Erie L-3 pumps are easy to main- 
tain — stainless steel dial frame and scuff 
plate protect finish from damage. Panels are 
of bonderized steel, prime-coated and enam- 
eled — easily changed or removed. 


Through a hy .. @ better way 


AOSmith 


Smith- E22 Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. 
Offices: Atlanta 5, Georgia; Chicago 3, I\linois; 
Houston 2, Texas; Los Angeles 17, California; New 
York 17, New York; Newark, California; Tulsa, 
Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. 
Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 


SMITH-ERIE COMMERCIAL PUMPS — The Smith-Erie line includes 
pumps for commercial applications — for airports, boat docks, bus 
terminals, farms, plants and truck fleets. Pictured from the left are 
Smith-Erie farm fueler, commercial unit with totalizing counter and 
airport-marine dispenser. 


Besides gasoline pumps and dispensers, Smith-Erie produces 
petroleum meters in a complete range of sizes and pressures, 
and a wide range of metering accessories. Write direct for 
further facts on any of these Smith-Erie products. 


Litho in U.S.A. 





meeting daily with prime prospects 


all over the country 


in the 


The current (1960-61) NPN FACTBOOK arranges 
daily meetings with prime prospects all over the coun- 
try for these oil marketing industry suppliers. 


Be sure that the 1961-62 FACTBOOK does this for 


MPN ACT 


.. A McGraw-Hill Publication .... | 
Qi 330West 42nd Street “Qh: | 
o> a *Ceue* 1 


New York 36, N. Y. 
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MPH | ACTBOOK 


you too. Plan and budget now to inform oil marketing 
management men about your products or services be- 
fore plans are finalized: while they are still looking 
to the FACTBOOK for information, 


oil marketing’s 
reference 
information 
annual 
published 

in mid-May 


ad closing —mid-april 


NATIONAL PETROLEUM NEWS 
For Oil Marketing Management 
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LISTEN TO THE MAN..! 


RADIO WILL GET Purolator’s “Listen to the Man” mes- 
sage to motorists everywhere! All Summer Monitor’s 200 
NBC stations . . . Spring and Fall there’s local radio in 70 
major markets—a total of 50,000 radio announcements. 


To help you sell filters, filters and more filters 


Purolator says 


"LISTEN TO THE MAN 


... the biggest promotion in filter history stresses 
the know-how and service your dealers offer 


Purolator brings you into its 1961 advertising 
program by featuring your dealers . . . helping 
them sell more filters, more of all the products 
and services they offer. 


promotion is big —coast-to-coast network radio 
. . . local radio in 70 key markets . . . 600 
reflectorized full-color highway signs. 


So get ready to sell more Purolator filters 


How? Simply by telling motorists to listen to 
the dealer . . . to take his expert advice when 
he suggests an oil and filter change . . . or 
makes any recommendations for better car care. 

To be sure motorists in your area get this 
sound advice — Purolator’s “‘Listen to the Man” 


than ever before. Get your dealers to use the 
new “‘Listen to the Man” point-of-sale displays. 

Remember, Purolator filters are a big profit 
item. Dealers make an average profit of $3 on 
every oil and filter change . . . and every 
Purolator air filter they sell isan extra $4.00 sale. 


@i SEE THE FABULOUS 1961 


es . 
eo". cs ow 


OIL, AIR, & 
GASOLINE FILTERS 


“Purolator’’ Reg. U.S. Pat. Off. 
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LISTEN TO THE MAN..! 


For longer engine life 


R FILTERS 
108-10] Sonne) z 


600 HIGHWAY SIGNS will blaze out the “‘Listen to the Man” 
message 24 hours a day, 365 days a year on major highways. 


LISTEN TO THE MAN..! 


S 
Poe. 


THERE’S TV, TOO . . . chances are good the special Purolator 
“‘Car Care Series for Women”’ will be seen in your area during 
1961. It reminds the woman motorist that her service station 
man is a car-care expert . . . ““The man’”’ to listen to! 


GET YOUR DEALERS to talk up good car care: 
Be sure that every chance they get they tell 
their customers why good filtration prevents 
needless engine wear. 








BONANZA ...TURN TO PAGES 112, 113 
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WARNER FREE DEAL 


TRADE MARK 


for Spring, 1961 


ORDER NOW! OFFER EXPIRES MARCH 31, 1961 


FREE! GET THIS G-E 
ELECTRIC ALARM CLOCK 
WITH EVERY 4 CASES 

OF ANY WARNER 


non-metalic, deposits tiny 
fibers to repair leaks 


ORDER NOW! OFFER EXPIRES MARCH 31, 1961 


Warner Liquid Solder (non-metallic, deposits tiny fibers to 
repair leaks) $1.00... . Warner Protector and Water Pump 
Lubricant $1.00... Warner Speed Flush $1.00... Warner 
Heavy Duty Cooling System Cleaner $1.50 . . . Warner 
Block Repair—Heavy Duty Sealer $1.50 (suggested retail 
prices). 


WARNER-PATTERSON COMPANY 600 S. Michigan, Chicago 5 @ Warner-Patterson Co., of Canada, Ltd., Toronto 2 
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10:00 Ge Me Order received and processed—steel 10:58 Ge BBBe Full tractor trailer load—200 standard 


begins to move, is formed into cylinder, feeds into automatic welder. 55-gallon drums—can be completed in less than one hour from re- 
Next—fabrication of lids, bottoms; then painting, drying, inspection. ceipt of order. When essential, this rush service is available to you. 


Perhaps once in a thousand orders you really need rush delivery of drums. 
And from J&L you can get it. 


For example, not long ago a large oil company had an emergency call from 
a good customer. In less than an hour, their nearest J&L plant produced 
200 standard 55-gallon drums; fabricated, painted, dried, and loaded onto a 
tractor trailer, ready for fast delivery. 


In an emergency, J&L can offer you rush service, too. Normal delivery is 
more than adequate for most situations. But when the situation is really 


Ee 
urgent, we’re glad to cooperate. There are nine J&L container plants spotted 
. around the country. All are near major trucking and rail centers. All are 
prepared to offer you fast, dependable service on the complete 
J&L line of quality steel drums and pails. p 
For the whole story on J&L’s complete line of standard and § 
lined drums and pails, write for free booklet today! ' 


Jones & Laughlin Steel Corporation 


CONTAINER DIVISION + 3 GATEWAY CENTER + PITTSBURGH 30, PENNSYLVANIA 


ATLANTA 1, GEORGIA CLEVELAND 5, OHIO LANCASTER, PENNSYLVANIA PHILADELPHIA 37, PENNSYLVANIA 
1280 Chattahoochee Avenue, N.W. 8806 Crane Avenue Manheim Pike and Steel Way 3711 Sepviva Street 
P.O. Box 1452—SY 4-8251 Mi 1-2000 EX 4-4091 JE 5-3100 


BAYONNE, NEW JERSEY KANSAS CITY 15, KANSAS NEW ORLEANS 21, LOUISIANA PORT ARTHUR, TEXAS 
Constable Hook Road Funston & Chrysler Roads P.O. Box 10056, Jefferson Branch Sabine Highway, P.O, Box 31 
P.O. Box 107—HE 6-9100 FA 1-1212 5008 Jefferson Highway—VE 3-6352 YU 5-5567 


TOLEDO 1, OHIO, City Park and Hamilton Street, CH 1-6241 





Report No. 5 on trends in service station lighting 





Island lighters gles floodlights 
give dramatic, high-level lighting 


Revere lighting for this service station plays a big role in keeping 
business at a high volume in spite of steadily increasing com- 
petition close by. The dramatic appearance it presents to 
motorists attracts their attention and makes the station look 
more inviting. The initial average of 40 footcandles on the 
service area is achieved with Revere Fluorescent Island Light- 
ers. Incandescent floodlights mounted above the island lighters 
provide additional light for the perimeter areas. 


High-level lighting like this not only draws in customers, 
but makes it easier for attendants to service cars quickly and 
more thoroughly, assuring customer satisfaction. Increased 
visibility results in higher gallonage and boosts sales of oil, 
batteries and accessories. 

This installation features Revere No. 9700 series Fluorescent 
Island Lighters and Revere No. 4200 series floodlights, The 
gracefully upswept design of the island lighters spreads the light 
uniformly and efficiently, and lends a dramatic appearance. 
The floodlights are used to increase light intensity beyond the 
islands and also to light perimeter areas and approaches. For 
complete information on Revere outdoor lighting for service 
stations, write for catalog. 











1. Eight Revere No. 9708-VP Fluorescent Island Lighters 
with V.H.O. lamps provide high intensity lighting for the 
entire pump island service area. Fixtures are mounted at 
angle for efficient light distribution. 


2. Eight Revere No. 4213-P Alzak Aluminum Floodlights 
with 1000 watt PS-52 clear lamps provide additional illu- 
mination for perimeters. Six others (not shown) on Revere 
No. 199-G-20 hinged poles provide light for drive-ways 
and approaches. All floodlights are in pairs on Revere No 
199-K crossarm brackets. 


3. Four Revere No. 462-220-AW octagonal tapered rigid 
steel poles, fitted with air and water outlets, support the 
floodlights and Island Lighters. Island Lighters are pendant 
mounted 14 ft. above grade on fixture brackets supplied 
with the poles. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue e 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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GAS HOSE 


1 fee 


AIR HOSE 
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You find Gates Hose 
wherever traffic flows 


{ 


This line of hose 


WATER HOSE 
. 
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helps keep 


70,000,000 vehicles on the move 


To service some 70 million motor vehicles with 
gas, air, water and grease, this nation’s 183,000 
service stations use uncounted miles of hose. Be- 
cause Gates is a major manufacturer of industrial 
hose, thousands and thousands of these stations 
rely upon Gates Curb Pump Hose, High Pressure 
Grease Hose, Air, Water and Low Pressure Steam 
Hose. 

In back of this broad acceptance of Gates Hose 
is a continuing program of specialized hose re- 


search at the multi-million dollar Gates Research 
Center. The aim of this specialized research is to 
increase hose utility, lengthen hose life and 
lower industry’s annual hose costs. 

Because Gates Hose is so widely preferred, it 
is quickly available from leading distributors in all 
industrial centers. These Gates Hose Distributors 
are listed in the phone book Yellow Pages. 


TPASO2 


LD The Gates Rubber Company 


Ca 


The Mark of Specialized Research 


Gates Industrial Hose Wi ate» Fl tae 
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CHEVROLET fA “WALKS” WHEELS OVER 


INDEPENDENT 


wom TRUCK-BUSTING BUMPS! 


Chevrolet truck wheel action on rough road surface, 
as depicted by 4-stage stop-action photography 











“WALKING WHEELS” KEEP CHEVY IN COST-SAVING SHAPE! 


- CHEVROLET | 
~ PROTECTS YOUR PROFITS 
THESE THREE WAYS: 


1 Rides down high maintenance costs. When a bump looms up, Chevy’s independently suspended front 
wheels “‘walk”’ right over it. Most road shocks and jolts never reach the chassis, cab or body. The truck 
rides smoothly, takes less of a beating, stays in cost-saving shape longer. Your income doesn’t dribble away 
in big repair bills. And you don’t lose money through excessive downtime, either. 





2 Rides cargoes over rough spots with less damage . . . minimum loss. Thanks to those same “walking 
wheels,” loads don’t do much bouncing in the body of a ’61 Chevy truck. That means you don’t have to 
contend with undue cargo damage that eats away at your earnings. (Chevy’s load-tailored rear suspension 
helps protect cargoes, too.) This sure protection for fragile loads—and profits—is standard in 1961 
Chevrolet trucks of every weight class. 





3 Rides drivers through with less fatigue—for tighter schedules. Wait till you see how Chevy front wheel 
action works to eliminate tiring shimmy and steering-wheel fight. It means that the man at the controls 
can stay there longer with less fatigue—stay on schedule and do a bigger day’s work. (Another reason 
you can look for faster schedules is that Chevy’s bump-beating wheel action allows faster safe speeds on 
rough roads.) 





That gives you an idea of how Chevy Independent Front Suspension works to move you ahead in the 
money-making department. And it’s available in 165 Chevrolet models for ’61, from new Corvair 95’s to 
36,000-lb. GVW tandems. Check it out with a demonstration ride at your Chevrolet dealer’s, sometime 
soon. .. . Chevrolet Division of General Motors, Detroit 2, Michigan. 


INDEPENDENT FRONT SUSPENSION I-BEAM AXLE DESIGN 


In Chevy, each front wheel, suspended independ- 
ently, is free to step cleanly over bumps (see 
left). Each works smoothly to reduce objectionable 
jolts so characteristic with I-beam axle design 
(right). Working with load-tailored rear suspen- 
sions in every weight class, I.F.S. provides the 
basis for profit-protecting performance that’s 
unmatched by I-beam axle trucks. 


1961 CHEVROLET STURDI-BILT TRUCKS Az7georam? 
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FIG. 2000 SERIES 
BREATHER VALVE 














3-in-one valve flexibility ... low-cost conversion 

Varec’s Fig. 2000 Series Breather Valve provides new 
built-in flexibility and efficiency... yet costs less to buy 
and maintain. It offers choice of any one of three pallet 
designs —air cushion, diaphragm, or metal-to-metal. It 
converts, to meet your changing needs, into any of 
these designs without adapter kit... just by replacing 
pallets. The pressure and vacuum pallets of each valve 
are interchangeable, cutting maintenance problems. 


Quick opening covers... fast, easy inspection 
‘Two separate opening covers permit fast, independent 
access to either the pressure or vacuum pallet. Total 


~ ANEW BREATHER VALVE THAT WORKS BETTER, 
COSTS LESS, OFFERS MORE... 


with easily accessible and interchangeable pallets 


cover Opening averages 5 seconds per valve. The covers 
have no loose parts that can be lost. Replacements for 
air cushion or diaphragm pallets can be made in two 
to three minutes. 


Better design for improved performance 

This new Varec valve is better-built—with many quality 
anodized parts and protective port screens. It weighs 
50% less than older models. Drip rings on pallets keep 
moisture away from seating surfaces, and the hyper- 
bolic design greatly reduces “blow down)’ which results 
in vapor savings. Both air cushion and diaphragm pal- 
lets have inner layers built in for added protection. 


For complete information on the 
Varec Fig. 2000 Series Breather Valve, 


write for Varec Bulletin No. CP-2701, Dept. NPN-1400-1. 


THE VAPOR RECOVERY SYSTEMS COMPANY 
2820 North Alameda Street » Compton, California 


Branches and Representatives in Principal Cities. 
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For Extra Headlamp Profits: 














While cleaning headlights is a perfect time to check for 
cracked and broken lenses. A quick look can add extra 
headlamp profit to your regular gas and oil sales. At the 
same time have the driver switch on his lights to spot 
burnouts. Always replace burnouts in pairs, because 
when one headlamp goes, chances are its mate has just 
about had it, too. 

Insure these extra profits with Tung-Sol Dual Vision- 
Aid Headlamps — initial equipment choice of leading 
car manufacturers. Dual Vision-Aid Headlamps provide 


Check for Broken Lenses, Burnouts 





cs 


the kind of illumination your customers should have: 
sharper, more accurate low beams directed down the 
right side of the road, away from oncoming traffic... . 
distance-devouring high beams that provide greater 
visibility and safety on the open highway . . . and long, 
reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Dual Vision-Aid Headlamps. Auto- 
motive Products Division, Tung-Sol Electric Inc., New- 
ark 4, New Jersey. 








‘s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS =: 
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MINIATURE 


LAMPS FLASHERS 
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WEAVER tirts 


PAY FOR THEMSELVES IN LONG LIFE, 
ADAPTABILITY TO CHANGING CAR DESIGNS 








SWIVEL ARM SINGLE 
POST FRAME LIFT 











(Top) Lifting arms swing to any 
required position to reach prescribed 
pick-up points. (Bottom) Full rotating 
multiple position adapters provide a 
wide range of adjustments. 


Low Cost, Handles Many Jobs 


The Swivel Arm is the logical answer when plans do not include 
complete mechanical service. It fits in a small area, requires relatively 
VISIT US AT THE low initial investment, yet has flexibility to handle any car or light 
1.A.S.1. SHOW— truck. This flexibility is achieved through long-reach, extra-strong 
BOOTHS 308-315 lifting arms that swing easily to recommended under-chassis pick-up 
points, and by multi-height adapters. Full-Hydraulic and Semi- 
Hydraulic models. Also available: ‘‘H’’-Frame Single Post Frame 
Lifts. Bulletin NPN-842. 


FAMOUS TWIN POST” LIFT 
Most Versatile Ever Built 


Hundreds of Weaver Twin Post Lifts, bought 
25 years or more ago, are in service today — 
still paying off in productivity. No change of 
car design or construction has ever made one 
obsolete. With a Weaver Twin Post, stations 
can service any car that drives in—including 
all the new 1961 models—and do the work 
Fore-and-aft adjustment to any wheelbase easier, faster. When you buy a lift be sure it’s 
with movable Gone:ju- a Protected Investment—a Weaver Twin 


Side-to-side adjustment flexibility with aT: é : ‘ 
sliding front and rear saddle adapters. cig Three sizes, eight models. Bulletin 

















“ 


WEAVER MANUFACTURING DIVISION «© DURA CORPORATION 
Springfield, Ill., U.S.A, 


WEAVER DS SERVICE SHOP EQUIPMENT 


OVER 50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 

Complete Weaver line includes: Twin Post* Lifts e Triple Post Lifts* e Frame Type, Roll-On and Free-Wheel Single Post Lifts 
Unit Lifts e@ Bumper Jacks e Car Washers e Wheel Alignment Equipment e Headlight Testers e@ Brake Testers 
Wheel Balancing Equipment e Jacks e Wheel Dollies e and Air Compressors (*Registered Trademarks) 
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Desewes _ 


in FUELING 


Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 
and refueling equipment. 


At most of the nation’s major 
air terminals you’ll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


the Fimell 


in FUELERS 








i i so aie 


Standard Steel Works, Ine. ° xctewooo.n.o:! Searranaurs.s.c 
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| “""“DELCO-REMY 
s =6IGNITION PARTS 


TO RESTORE 
NEW-CAR 


PERFORMANCE. 

SPEED SERVI CE 
INCREASE - 

PROFITS! 
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Here’s opportunity for you! A national trade magazine* 
survey shows that 84% of the cars on the road today 
need some kind of ignition work. Just take a quick look 
under the distributor caps of your customers’ cars, and 
when you spot trouble, suggest a complete tune-up— 
replace worn ignition components with Delco-Remy parts. 


Why Delco-Remy? Because they are the quality ignition 
service parts for all popular American cars and light 
trucks. They’re ready to install, and make ignition sys- 
tems perform like new. And new packages make these 
Delco-Remy parts easier to stock, identify and sell. 


designed and built of highly dielectric, shock 
and heat resistant materials, and feature voltage- 
saving internal ribs. 


a DELCO-REMY DISTRIBUTOR CAPS are 


DELCO-REMY CONTACT SETS are factory- 
adjusted and aligned for quick, easy installation. 
Heat-sealed, moisture-proof packages protect 
contact sets against dirt and oxidation. 


strength with minimum weight and superior 


balance to assure smooth rotation at slow 
or turnpike speeds. 


DELCO-REMY CONDENSERS assure cor- 
rect electrical capacity and resist voltage break- 
down. Hermetic seal keeps out harmful moisture, 
oil, and vapors. 


E} DELCO-REMY ROTORS combine maximum 


Delco-Remy electrical parts are available at car or truck 
dealers, or through the United Motors System. 


*MOTOR—June, 1959 


Delco-Remy 


electrical systems 
ay FROM THE HIGHWAY TO THE STARS 


DELCO-REMY ® DIVISION OF GENERAL MOTORS ¢ ANDERSON, INDIANA 
MOTORS 


51 





vary 
IMSion 


...- With Butler buildings’ 


The precision construction and performance of 
Butler buildings can help to step-up profits for 
every division in the oil industry. No matter 
what the end use or the size of the building may 
be, you can be sure that your Butler building 
will be efficient and economical. 

Production, gas processing, refinery and 
transportation buildings for offices, laborato- 
ries, unit control buildings, maintenance sheds 
and warehouses are fire-safe and weathertight. 
Clear-span interiors up to 120’ wide offer you 
complete freedom of interior planning. Superior 
curtain wall systems offer you speed of con- 
struction, and maintenance-free economy. 


RATING 605 y 
ee 4 


standardized quality 


Marketing buildings for bulk plants and 
service stations offer these advantages... plus 
colorful, eye-catching attractiveness that builds 
community acceptance and attracts customers. 

Only Butler pre-engineered buildings offer so 
many construction exclusives which are a part 
of Butler’s standardized quality. Get full details 
on these features and the advantages of the 
Butler Building System before you build. Call 
your Butler Builder today. Ask him about fi- 
nancing, too. You'll find him listed in the Yellow 
Pages under “Buildings” or “Steel Buildings.” 


See Sweet's industrial Construction File—Section 8-B 


BUTLER MANUFACTURING COMPANY 


4 
8 pr 
RiCaTING ME* 


7454 EAST 13th STREET « KANSAS CITY 26, MISSOURI 


Manufacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, \Il. * Detroit, 
Mich, * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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PROTECTI 


WARNER LEWIS COMPANY 


QUID Separator FILTER 


— 




















MODEL-VECS-165-1P1 
ence cammemons toe C5-05 a0 














“JET CLEAN YOUR GASOLINE” 


WITH WARNER LEWIS 





Now, the same water separator/filter pro- 
tection used for U. S. Air Force and commercial 
jets is available to the nation’s automobiles, truck 
fleets, pleasure boats and private aircraft. 

Fuel-Gard installs easily on any standard 
type dispensing pump; protects against rusty, 
leaky storage tanks and piping; prevents serious 








problems in engine fuel systems caused by 
water, rust and dirt in fuels. 

The Warner Lewis Fuel-Gard is a two-stage 
water separator/filter that removes all free water 
and microscopic solids from gasoline, jet fuel, 
diesel fuel, gases and air. Give your customers 
. . with Fuel-Gard. 


America’s cleanest fuel . 


For complete information, write for Bulletin FG-60. 


WARNER LEWIS COMPANY 


DIVISION OF FRAM CORPORATION 
P. O. BOX 3096 * WeEbster 9-6386 * TULSA, OKLAHOMA 


WARNER 
LEWIS 
Company 


MA 


IN CANADA: FRAM CANADA, LTD., STRATFORD, ONTARIO 
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MUSCLEMAN 


Tanker on tractor built by Dodge. Bulging with muscle, hustle and 
money-saving ways. One of a big lineup of tough Dodge trucks for '61. 
Take your pick from hump-busting gasoline V8s, or mighty Cummins 
diesels for the really hefty jobs. Single axles and tandems. Tractors and 
straight jobs. Five-speed, eight-speed, and ten-speed transmissions. 
GVWs from 15,000 Ibs. to 53,000 Ibs. GCWs to 76,800 Ibs. And every 
Dodge heavy-duty cab forward sports a BBC of just 8934”. Lets you put 
more load on less wheelbase, or pull a longer trailer, with none of the 
lal =¥-10f-(01al-s-0) md] @er-] o}-e C10 Dlole|=4-m (0) aa oS OaM C0]0] am Dlolel=4-mel-t-]1-1ae-Mal-l nage lol 
delivery time has been cut’way down. Parts delivery’s been cut even more! 


DODGE TRUCKS 


A PRODUCT OF CHRYSLER CORPORATION 
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TIMKEN-DETROIT TK-500 SERIES TRAILER AXLES ARE 


STILL THE LIGHTEST, SAFEST, MOST RUGGED YOU CAN BUY! 


Rugged One-Piece Forged Steel Brake 
+T orotate il eh dmelaliot-tih aa c-ilel-le Mh delt- © dl -ma lela 


lighter weight and better brake performance. 








Electronic Butt-Weld of spindle to tube 


is the strongest section of the axle... 


guaranteed for. life of the trailer! 


often imitated... 


but never equaled ! 


Every TK-500 Series Trailer Axle is “torture- 
tested” for safety. 


Exclusive alloy steel spindles are upset forged and 
hot-pierced for greater strength at less weight. 

- One-piece forged alloy steel brake spider is prac- 
tically indestructible . . . gives rigid brake support 
and never needs replacing. 


©1959, R-S Corp. 


Huge Rockwell designed welding machines elec- 
tronically butt-weld the spindles to the seamless 
tubular section, making this the strongest section 
of the axle. 


Only Rockwell-Standard has the facilities to per- 
form these operations. Backed by 50 years of axle 
pioneering and billions of miles of trouble-free 
service, Rockwell-Standard is the accepted stand- 
ard for the industry. 

For maximum safety, less maintenance and more 
payload, specify and insist upon the Timken- 
Detroit TK-500 ... there is no equal. 


Afrbther Foal ¥f... ROCKWELL-STANDARD 


CORPORATION ® 


mi c-Cal-lesll-t-jlelamm-talemy- > 4(-mm BI NVAl-}lo)a hm @)-a gel h anGe—sam YU iretaller-ta 
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Nie Rs 
DUANE (LEFT), WALTER AND DON LONGACRE, FREMONT, NEBRASKA 


“Our gallonage has almost 
tripled since we went with 
Texaco in 1951. That goes for 
our TBA and service busi- 
ness, too. People like Texaco 
Products. Our Texaco credit 
ecard sales alone are about 
$1,500 a month. And, we like 
to do business with the Texaco 
people — they are cooperative 
and always ready to help. It 
has paid us well to sell the 
best — Texaco.” 


WHY THERE’S A PROMISING 
FUTURE WITH TEXACO 


Here are 6 reasons why Dealers and 
Distributors grow with Texaco. 


1. The best retailer policy — Texaco 


helps its Dealers. 22,502 Dealers have 
been with us for more than 10 years. 
2. Texaco is jobber-minded. Proof: 
842 Consignees and Distributors 
have been with us over 20 years, 
some over 45 years. 

3. The best opportunity to cash in on 
“touring” business — because when 
Texaco customers are touring they 
like to stop at Texaco stations. This 
means you have more than 40,000 
other Texaco Dealers helping you. 
4. The best customer credit card—in 
fact, the only petroleum credit card 
honored under one sign throughout 
the entire United States, and in 
Canada, too. 

5. The best national advertising pro- 
gram, year after year... constantly 
selling Texaco Products and Dealer 
service. The best sales promotional 
material to help build customers. 
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6. The best petroleum products, 
known and accepted nation-wide. 
Continuous research and develop- 
ment insure that Texaco will always 
have outstanding products. 

HUNTLEY-BR 


NKL 
NBC-TV. ALSO — METROPOLI- 


TAN OPERA RADIO BROADCASTS ON SATURDAYS 


EY REPORT 


SE AO RR OR Re eR Ne i << RC 
SALES MANAGER, TEXACO INC NPNz 
>T r NEW YORK 17,N. ¥ 


35 EAST 42nd STREET 


| would like to get complete information t the pos- 


a 
>: [| 1 Distribut 
~ Saas 














PHON 





=e ooo FE XACO INC. 
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Widest Selection of @AINUI HMRI: Vary 


Hene’s Where... 


you'll find selection — complete 
selection — of standard liquid 
loaders and liquid loading equip- 
ment. Slide sleeve types, scissor 
arm types, bottom loaders, short 
range and long range types. 


Here's How... 


we'll help you. Just send us your 
loading problems. If a standard 
loader can’t do the job, our en- 
gineers will design one that will. 
Chances are, your “special” will 
be made up of standard OPW 
products, saving you many dollars. 


That’s Why. . . 


OPW is your best bet to solve 
your loading problems. You have 
available to you a selection of over 
30 standard OPW Liquid Loaders. 
And if it isn’t in the catalog, we 
make it for you. 
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viable... opw 























If you know your general requirements 

but would like to have a guide to pin 

COUNTER point your needs, write for Catalog LL 

BALANCED j ' It gives dimensions, sizes . . . every- 
thing you need. - 





Why not gct acquainted with and com- 
pare all of OPW’s Liquid Loaders by 
writing for Cetaiog LL. Take a few 
minutes of looking through this new 
catalog for the latest in liquid loading 
equipment. Dozens of illustrations, 
concise descriptions designed to make 
your loading problems easy to solve 
It's the most complete guide of liquid 
TORSION SPRING loading equipment. 


BALANCED 





‘4 


AND ... MORE THAN 30 STYLES TO CHOOSE FROM 


CORPORATION 


2735 COLERAIN AVENUE, CINCINNATI 25, OHIO 
Phone: Ki 1-5400 


VALVES e COUPLINGS e SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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In an age of 
specialization... 
Fram 1s the 
specialist in filters! 


FRAMARKETING* begins on an 
engineers drafting board! 

Purse strings are tighter. Costs are a more 
important consideration to car manufac- 
turers than ever. Yet they consider filters so 
important that all the new compacts have 


oil and air filters as standard equipment! 
And your dealers will find more car manu- 
facturers equip their new 61 cars with fil- 
ters from Fram than any other filters. 


The reason is simple. In the automotive 
world, Fram is the specialist in filters. Fram 
manufactures no other product. Fram engi- 
neers are constantly finding the most 
efficient and economical answer to various 
filtration problems. The list of Fram “firsts” 
would fill a book! 


The outstanding filter development of ’61 
is Fram’s introduction of new “Wear-Guard” 
Filters. Radioactive tracer techniques—one 
of the newest uses of nuclear physics in in- 
dustry —were used to prove that new Fram 
“Wear-Guard” filters are the greatest advance 
in engine protection since detergent oils! 


It’s another breakthrough for Fram Re- 
search. And it’s another example of how 
FRAMARKETING* begins on an engi- 
neer’s drafting board. The development of 
new and more efficient filters is the first vital 
step in FRAMARKETING*-—the exclusive, 
all-inclusive sales development program to 
stimulate filter volume, oil volume and sales 
on all under-the-hood items. 


Oil Company Dealers who stock and sell 
Fram not only get the finest of new Fram 
Filter products, but receive the personal at- 
tention of Fram field representatives. Fram 
national advertising constantly builds con- 
sumer awareness of Fram’s leadership. New 
promotion and selling ideas are continually 
tested in the field and then made available 
to dealers to help them boost oil and Fram 
filter volume. 


Why not let FRAMARKETING* go to 
work for your dealers? Drop a card or 
phone National Accounts Division, 
FRAM CORPORATION, Providence 16, 
Rhode Island, GEneva 4-7000. 


26 FRAMARKETING ... The automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales aids and personal field assistance. 
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FREE’ G-E MAGNETIC 
you sell more 


AUTOMOTIVE LAMPS 


TOUGH PLASTIC GRIP @ 
non-slip; easy to clean 








CADMIUM PLATED STEEL @> 
= won't rust 


“Your dealers get it Free,with a case of 
General Electric 4002 Headlamps and a case 
of any other General Electric Headlamps 


The “Grip-Stick”’ is packed in a specially marked case of 

“ 4002's. Dealers pay just the regular price for the 2 cases 

of headlamps. They don’t pay for the “Grip-Stick” 

out of hard-earned profits... you don’t either. Get 
your ‘‘Grip-Sticks” while they’re available. 

More and more of your dealers’ customers are driving 


Pa. High Court 
Again Hits Fair 


This ‘‘Grip-Stick” promotion is pre-sold to your dealers. 
General Electric is telling them about it in their own 
trade books (above). And G.E. is running a big advertis- 
ing campaign in 305 Sunday newspapers reaching over 30 
million readers. This campaign will help dealers sell two 


62 


four-headlamp cars. So help them to cash in on this 
rapidly growing replacement business. Stock them up 
now while this special promotion is on. And while you're 
at it, remember that one out of ten motorists needs a new 
rear light so get rear lamp orders now, too. Help your 
dealers make more lamp profits. 


G-E SUBURBAN Headlamps to motorists that come 
in with one burnout. This two-way promotion will 
help you and your dealers sell more G-E Headlamps: 
General Electric Co., Miniature Lamp Department M-14; 
Nela Park, Cleveland 12, Ohio: 
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“GRIP-STICK” helps 
G-E Headlamps 


, idea 
hippy, 


— 


be ates ' 
DEMAGNETIZED SPRING @ 


TELESCOPIC @ 
—probes around corners 
ONLY TIP OF MAGNET EXPOSED e 
less likely to stick to 


extends to 2012"; telescopes to 12'2” 
surrounding metal 


LIFTS UP TO 5 OUNCES 
—Alnico 5 magnet 


— 


2 
a 
is 
« 
2 


~ 
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Every dealer needs a G-E "Grip-Stick” to pick up small tools, parts, and even filings, in hard-to-get-at places. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


See you at the PACIFIC AUTOMOTIVE Show in Los Angeles — Booths #2610-2611 
63 
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SCOVILL 


HAS THE 


FUEL OIL COUPLINGS FROM 3%” to 4” 


520-H and Inter-Flo Permanently Attached. 3%” to 4” 


lV) ce) Cial om s-t-]4e-leial-]0)(-m| 


NNN — 


men hit 


570-H 
-ermanently Attached Olelelmelalemat-r-1ee-lear-lel(- 
Se" t } ¥%" to ] 


SPRING GUARDS FOR FUEL OIL AND 
GAS PUMP HOSE 


Fue! Oil Couplings with External Spring Guard 
%" to 3’ 


vf 


3 i « Seeenwen atm i 
| Sih te lint 


” of 


Reattachable Dub!-Guard Couplings with Internal 
Spring Guard. %4” to ] 


COMPLETE EQUIPMENT FOR ATTACHING 
BY MACHINE OR HAND IS AVAILABLE. 


“All 


permanent or reattachable 


Seovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types... in a wide range 
of sizes ... to both commercial and 
military specifications. As always, 
Scovill provides the fastest delivery 
and the best service with warehouses 
across the country and the largest 
sales force in the industry. For com- 
plete details, write: Scovill Manu- 
facturing Company, Industrial Cou- 
plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


Hose Couplings by 
SCOVILL 
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Lifts any car safely—adjusts to become longer, 
shorter, wider or narrower than any other lift! 


Spot the car (any car)—reach in with the handy hook and position the arms— 
then raise the car. It’s that simple and quick with the Wayne Universal. 


FLEXIBLE—Size extended, 95 in. long, 88 in. wide—size retracted, 60 by 36 in, 
And it snugs down to a skimpy 434 in.—lowest of all lifts. All four arms move 
as indicated by dotted lines. Each contact pad slides down to the base of its 
arm. They just don’t make the car you can’t handle with a Wayne Universal. 


SAFE—Accommodates loads up to 8000 Ib.—but has been successfully tested 
at loads far in excess of this. Heavy duty bolster and sturdy arms constructed 
of steel plate. Safety leg with toe-touch release locks car safely at any of 6 
different heights. Minimum friction packing in main cylinder lets lift move to 
floor after tires touch down. Uncluttered floor means added safety. 


CONVENIENT—Lifts car frame a full 71 in. to give you ample headroom and an 
unobstructed view of the working area. Entire car underbody is easily 
accessible. You save time on lube work, muffler replacement, tire servicing, 
or any other repair job. 


EXCLUSIVE 4 POSITION 
CONTACT PADS 


Closed 


Pad down for most cars 


No. 1 Position 
First notch gives 114 in. added height 


No. 2 Position 
Second notch gives 2 in. added height ca 


” 


“4 
s 


No. 3 Position 
Pad set vertical gives 5% in. added height 


Get Bulletin W-123 for full data on new Wayne Universal Frame Lift. 


WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md. - WAYNE PUMP CANADA, LTD. - Toronto, Ontario 
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VALUABLE PREMIUMS FREE 
WITH SPARK PLUG BOX TOPS 


A whole catalog full of stuff. Watches, tableware, ency- 
clopedia sets, sprinklers, hot dog cookers, sweaters, 
roller skates...we could go on and on. The point is 
it’s all free, but only if you sell Autolite Spark Plugs. 
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If you don’t, you’re out of luck. You Autolite Dealers, want 
to know how you can get all this free merchandise? 


Nothing to it. Simply tear off the printed box top, 


with the part number on it, from every spark 
plug box and lock them up in your safe. Or take 
‘em home and let your wife stash the tabs 
away. When you've got a fistful, pick 
out what you want from our free 
catalog sheets (or send us two bits 
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for the big, beautiful catalog). Pick out what you 
want. Or let your wife do it. You know how they 


love poring through catalogs. And you fellows who 


sell some other brand of spark plugs, we'd 
like you to get in on this good deal, too. Just 
call your Autolite Supplier. You'll find there’s 


a good many reasons why it pays 
to sell Autolite Spark Plugs. Why not 


SPARK PLUG DIVISION 


ro.evo 1. ono ~— Call him now, and go Autolite for '61. 





Speed 
Satety 
Economy 


~ Ask your distributor now rd 
EVER-TITE COUPLING CO. INC. _ 
West 54th Street, New York 19, N. Y. 
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Ahead of the News 





DJ Under Kennedy: A Closer Look at Pricing 


> “I HAVE a great interest in price- 
fixing,” says incoming attorney general 
Robert F. Kennedy. Under his aegis, look 
for a shift in emphasis on the type of 
cases the Justice Dept.’s antitrust division 
pursues, 

Kennedy told NPN he hasn’t had time 
to examine pending justice problems in 
depth. But he underlined his interest in 
price-fixing and inferred that his concern 
with wiping out labor-management cor- 
ruption would not slacken. 

The Shift—Republicans, especially un- 
der antitrust chief Robert A. Bicks, put 
great stress on attacking mergers. Demo- 
crats won’t abandon this front, but will 
likely turn more attention to price-fixing 
suits. A series of cases and investigations 


are pending, none known to be in the 
oil industry. 

Other Factors—Sen. Kefauver (D., 
Tenn.), the capital’s No. 1 trustbusting 
enthusiast, is close to both Kennedys. It 
remains to be seen how much of his anti- 
price-fixing philosophy will rub off, but 
in any case the Kefauver antitrust sub- 
committee will be active during the com- 
ing year. 

At the same time, look for a Demo- 
cratic-controlled Federal Trade Commis- 
sion to become more active in scrutinizing 
pricing policies. With FTC’s control over 
the Robinson-Patman Act, which pro- 
hibits discriminatory pricing and dis- 
counts, the agency can be a powerful 
policeman of the marketplace. 


One-Roof Approval This Month?— Heating oil indus- 
try’s “one-roof” trade association may be born this 
month. Two steps remain: (1) Majority approval by 
boards of Oil-Heat Institute and National Fuel Oil 
Council; (2) Two-thirds approval by members of both 
groups. The boards were expected to OK the merger at 
separate meetings late last month. If they did, members 
are voting now. OHI plans to finish tallying no later 
than Feb. 17, possibly earlier. NFOC is expected to 
speed its tally, too. (For an appraisal of what happens 
then, see editorial, p77.) 
o 


What's in a Name?—Choice of a name for the one- 
roof group has been up in the air for two reasons. 
First, dozens of suggestions have been made. Second, 
the organizers don’t want the project to trip over sec- 
ondary considerations. Possible names include Amer- 
ican Fuel-Oil Assn., Fuel Oil Institute, National Oil- 
Heat Council, along with variations of the two groups 
to be merged: Oil-Heat Institute of America and 
National Fueloil Council. Because of partisan feeling, 
speculation is that the name chosen will be new and 
the contraction “fueloil” avoided. 


Curry-Mobil Deal—Mobil Oil will provide Curry 
Rentals Inc. with car service under a five-year arrange- 
ment. Curry, which leases cars for long-term use, will 
issue a book of tickets with each car. They’ll be good 
for planned maintenance at Mobil stations only. For 
Curry, it means assured car care; for Mobil, an esti- 
mated $150,000 in service business in 1961, plus a 
potential of about 2-million gal. gasoline. Curry former- 
ly split its business among several majors. (Details of 
plan in next month’s NPN.) 
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For more on Washington outlook, see pages 81, 82 


Dual-Design Stations—Hottest station-design trend 
today is sharper separation of sales and service facili- 
ties. Object: greater flexibility and efficiency. Examples: 

e New Esso multipump station in Virginia has 
canopied driveway office that opens, closes and operates 
independently of rest of station (see p90). 

e A New Orleans Phillips jobber’s next station will 
have separately operated-and-leased sales and service 
units (details in next month’s NPN). 

e A Midcontinent company’s latest design calls for 
two buildings—sales office and separately housed bays. 
Big idea: If the bays become unprofitable, convert 
them into something else. 

@ Phillips Petroleum’s ‘S’ station (NPN—Aug. ’59 
p179) slants bays away from driveway to minimize 
cross-traffic. 

e DX Sunray’s new circular station (NPN—Jan. 
p90) puts bay doors 90 degrees from driveway. 

Watch for new variations in coming months. 


Clamps on Stamps—Chief of California’s bureau of 
weights and measures says April 15 is a likely date 
for enforcement of the state’s law requiring the cash 
value of stamps to be posted as part of the gasoline 
price at stations (NPN—July °59 p24; see also p28 
of this issue). 


Texaco in Hawaii—Texaco reports its new service 
stations in Hawaii will open by the end of March. 
This will make Texaco the only major with gasoline 
representation in all 50 states under its own brand. 


More Ahead of the News? 
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Ahead of the News 


New Resid Importers —At least 12 East Coast oil 
companies become new residual-oil importers begin- 
ning April 1. Under an order dated Jan. 17 (proposed 
last October: NPN—Dec. ’60, p90), future quotas of 
established resid importers, based on 1957 imports, 
are cut 15%. This amount will be divided among new- 
comers in proportion to the amount of residual oil 
they now buy from established importers and handle 
through their own deepwater terminal facilities. The 
new rules apply only in District 1. Residual imports 
elsewhere are negligible. (For other import changes, 
see page 84). 





Phillips Invades Pennsylvania—Phillips Petroleum 
makes its long-awaited entrance into the Northeast 
market on April 1, when Jobber Dave DeTar of New 
Oxford, Pa., starts to handle the Phillips brand. DeTar 
and his Aero Oil Co. will drop Atlantic Refining after 
15 years to pick up the Midwestern brand. Atlantic’s 
biggest jobber, DeTar did more than 54.5-million gal. 
in all products last year—through more than 30 service 
stations in five counties in Pennsylvania and five coun- 
ties in Maryland, plus thousands of heating-oil accounts. 

New Jersey could be the next state for Phillips. 
Jobbers there report receiving calls from Phillips sales- 
men over past months. 

s 


Delhi Opens East Coast Push—Eastern private brand- 
ers will get a barrage of direct mail and personal 
solicitation from Delhi-Taylor Oil Corp. this month. 
The big Dallas independent, now a principal supplier 
of private branders on the Gulf and Southeast coasts, 
opens its East Coast marketing operation Feb. 15. 
District sales offices and terminals at Syracuse, Utica 
and Rochester, N.Y., will report to regional head- 
quarters at Syracuse. Each terminal will have a total 
capacity of about 7-million gal., for kerosine, No. 2, 
premium and regular gasoline. 
a 


Gulf Expands in West—Moving through its new sub- 
sidiary, Wilshire Oil (NPN—Aug. ’59 p83), Gulf Oil 
Corp. is expanding in California. Latest move: a $3- 
million purchase of 12 ex-Sunset International stations 
from Glickman Corp., New York real-estate firm. Five 
stations are in Oakland, others in Berkeley, Richmond, 
San Leandro, Concord, Alameda, Santa Rosa, and 
Los Angeles. Glickman had acquired all but one for 
a reported $2.5-million in 1956 and leased them back 
to Sunset (later acquired by Wilshire). Gulf is also 
purchasing some existing Wilshire leases, area mar- 
keters say. It now markets through over 750 stations 
in California. 
* 


Multigrade Invasion—Signal Oil & Gas is bringing 
seven-fuel blending pumps into Florida under its Han- 
cock brand, selling through Watson stations in the 
Miami and Ft. Lauderdale areas. Signal entered the 
state this winter (NPN—Dec. ’59, p67). Florida was 
picked for Sun Oil’s introduction of mukigsade blend- 
ing five years ago (NPN—Mar. ’56, p17). 
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Pricing Experiment—Shell Oil is reported studying 
a new approach in retail gasoline pricing. Field reports 
say it’s based on the often-stated contention that the 
private-brander, rather than the major, is the true 
market leader. 


Still Wants 1,000 Gas Conversions—Bill Kenny is 
still convinced he'll get 1,000 heating-oil accounts by 
September from Levittown, N. J., residents who now 
heat with gas (NPN-Dec. ’60 p92). Kenny lost his 
$1,000 bet with developer Bill Levitt when he failed 
to hit 300 conversion sales by Jan. 15. He did get 
267, but was forced to suspend further installations 
from Dec. 13 to Jan. 4 because of snow, cold weather, 
and frozen ground. 


Kayo Expands—cContinental Oil’s wholly-owned sub- 
sidiary, Kayo Oil, will open 50 new outlets this year. 
This will increase the number of Kayo stations to 288, 
over a territory stretching from southern Florida to 
Detroit and from Brownsville, Tex., to Norfolk, Va. 
A Continental property since 1959, Kayo has two 
sales divisions operating 22 districts, with headquarters 
in Chattanooga. President F. P. Kendall says expansion 
plans include a specially designed station with an 
8x5-ft. glassed-in office sandwiched between two pump 
islands. Construction of a prototype starts this month 
at Jacksonville, Fla. 


Cities’ Dealer Council—Latest major to try a dealer 
council is the new Cities Service Oil Co., which staged 
its first one in January for 12 dealers representing six 
divisions Says New York dealer John Gerard, who 
controls seven stations (including Esso, Gulf and Mobil 
outlets): “The dealers left with renewed confidence in 
Cities’ new vitality and new intentions.” Dealers voiced 
their suggestions and gripes, heard Cities’ department 
heads explain operations and plans, lunched with com- 
pany brass at the Bankers Club and wound up with 
an evening at the Latin Quarter. 


Trouble in Toronto—Independent heating-oil market- 
ers in Toronto, including many of the smaller dealers, 
don’t like the way heating-oil merchandising in that 
city is going. They complain that account trading, or 
account raiding, and the payment of commissions to 
outsiders for new business threatens to cut deeper into 
already narrow margins and may eventually force 
many out of business. 


Gentral Oil-Heat Storage—Feasibility of a central 
storage system for heating oil in housing subdivisions 
is being studied by an eastern company which believes 
prospects are good. In the past, this idea has been 
stymied by the cost of proper metering equipment, 
but the company feels a solution may now be found in 
an electronics system being developed. A central tank 
might serve 50, 75 or more homes. 
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Trends to Watch 


Oil marketing is off to a satisfactory start in 1961, field reports on January 
activity indicate. Oil companies seem to be proceeding with plans to maintain 
their station-building programs—which called for a 5% increase in 1961 
capital expenditures over 1960, according to McGraw-Hill’s capital spending 
survey (NPN—Dec. ’60 p67). Some oil-marketing equipment men report early- 
year sales holding up well. 

A general tone of optimism has been created by brisk heating-oil sales, 
stimulated by sustained cold weather. 

In most major companies, sales strategy for 1961 has been hammered out, 
but implementation is just beginning. Budget approvals took time. As in other 
industries, many oil companies found their proposed 1961 budgets slashed as 
the year began. Even some former free spenders are cutting down. Says one 
highly placed marketer, “My company is saving money like it was going out 
of style.” 





There’s heavy pressure on advertising budgets, as managements try to get more 
for their money. One Eastern major dropped a half million from its ad budget, 
causing cancellation of one entire featured project. 

Payrolls and jobs are being reviewed constantly. Early retirements continue in 
vogue, resulting from mergers, consolidations, and cutbacks. 

Recession talk didn’t cause the hold-down on budgets. The new accent on 
efficiency began earlier (NPN—Jan. ’60 p65). Besides, upswing is seen within 
the next few months. Many economists are calling it for sometime in the second 
quarter, at the latest. Maybe sooner. It all depends on the inventory cycle, they 
explain: the recession began when the inventory rate dropped from a seasonally 
adjusted $11.4-billion in first-quarter 1960 to minus $2-billion in the fourth 
quarter. That’s so extreme, the economists say, that it’s surprising the economy 
didn’t take a sharper dip. Now it’s a matter of waiting until inventory decu- 
mulation reaches a maximum. 

Even with the recession, the economists remind, 1960 still stands as the best 
business year in history. 


—NPN— 


The “massive push” approach seems more effective than gradual penetration in 
current marketing expansion, field reports say. One example: Phillips Petroleum 
entered Ohio about three years ago, but didn’t make muth headway. Now it’s 
said to be stepping up its program through jobbers, acquiring several locations 
to achieve greater impact. Humble, too, is said to be aiming for maximum impact 
in Ohio and the West Coast, through acquisition of groups of stations or sites. 
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Your Personal Business 





What do you do with an alcoholic employe? Fire him? If you do, you may be losing 
a valuable man. Most problem drinkers are between 35 and 50, the most productive 
years. Many are skilled workers with long periods of loyal service. But as alcoholics, 
they can cost you money in errors, absenteeism, lost customers. They cost U. S. 
industry $125-million in accidents alone. 

A growing number of companies are deciding that the answer lies in a company 
program to recognize and deal with the problem when it occurs. In the oil industry, 
the programs can range from the full-scale personnel-medical systems of a company 
like Standard Oil (N. J.), to the station manager who gives advice and help to a 
drinking attendant. 

One of the basic keys to a program is training supervisory personnel to recognize 
symptoms and act early. Not that a man becomes an alcoholic overnight—experts 
Say it usually takes an average of 8 to 15 years—but like any disease, it is easier to 
cure in its earlier stages. The usual signs: absenteeism on weekends or right after 
paydays, spasmodic efficiency, increased accidents through carelessness, absentee- 
ism for minor ailments. Incidentally, the on-the-job accidents grow fewer as the 
alcoholism progresses. The alcoholic develops skill in covering his problem, often 
has the help of a sympathetic supervisor or coworker. 

Cures cover a wide range: medication, psychiatric help, Alcoholics Anonymous, 
advice of a clergyman. But the experts point out only one real solution for the al- 
coholic: He must abstain completely. 

If you’re interested in setting up a program, some advice and samples of what 
other companies are doing can be had from the National Council on Alcoholism 
(2 East 103, New York 29, N. Y.). The organization has an active Business and 
Industry Committee to which several oil men belong. 


—NPN— 


Have you kept up-to-date on recent changes in social-security regulations? Part 
of your job as a manager is to keep your employes briefed on the benefits and reg- 
ulations that concern them. Here are the changes in brief: 

e A person can now qualify for disability benefits regardless of his age. Previ- 
ously he had to have reached 50. Now all he needs to do is prove the severity of 
his disability and show that he is eligible to draw benefits. But he must initiate the 
contact with the Social Security Administration. 

e A person drawing disability benefits may have a trial work period of 12 
months during which he will continue to receive his monthly checks. 

e@ Anyone who is again disabled within five years of a previous period of dis- 
ability may draw benefits immediately. 

e Benefits to children are increased. Families drawing social-security benefits 
for two or more children—and not receiving the maximum payable to a family— 
will be paid three-fourths of the base amount for each child. Formerly, payments 


were one-half of the base amount to each child plus one-quarter divided among all 
of the children. 


e The amount of work time needed to qualify for benefits has been reduced. 
Instead of two calendar quarters for every four quarters after 1950, the ratio is now 
one for three. No one may get benefits without at least six quarters of work. 

e A person may still get benefits for every month of the year provided his 
annual earnings do not go over $1,200. If earnings go above that, $1 in benefits is 
withheld for each $2 of earnings between $1,200 and $1,500, $1 for $1 on 
amounts over $1,500. 

e A change in the regulations now permits benefits to be paid to wives, step- 
children, and adopted children of retired and disabled workers if the relationship 
had been in effect for at least one year. 

e Social security can now be extended to parents working in a trade or business 
owned by a son or daughter. 
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IT’S ALWAYS HARVEST TIME FOR PROFITS 
WHEN YOU SELL SUN QUALITY LUBRICANTS 


No one is more valuable to today’s 
farmer than the man who helps him 
keep his expensive machinery run- 
ning at top efficiency. 

Combine quality products with 
reliable service, and you’ve_ built 
yourself a reputation. 

Sun offers you a complete line of 
petroleum products and all the help 
you need to get across your quality- 
and-service story. 

You can sell a Sun product under 


your own brand name anywhere. In 
many areas you can get a distribu- 
torship for Sunoco fuel oils and other 
branded Sun products. In some 
Blue 
Sunoco gasolines are still available. 
To get more information, write to 
Sun Ort Company, Dept. NP-2, 
1608 Walnut Street, Philadelphia 3, 
Pa. In Canada: Sun Oil 
Company Limited, Toronto 
and Montreal. 


areas distributorships for 


ORIGINATORS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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THE BEST ECONOMY OF ALL 








AVONCRAE'T Package” Stations 


PORCELAIN ENAMEL 


*" FUNCTION 
and lasting Sealy 


Here are ‘“‘package’’ service 
stations that have the industry talk- Construchon Speed 
Ease of Maintenance 
ing—and no wonder! Avoncraft gets you on Flexibility of Design 
_ the profit side of the ledger fast—average construc- Movability 
tion time is from 10 to 12 working days, once the founda- Lasting Quality 
tion is in. When completed—Avoncraft stations re- Competitive Cost 
quire only minimum maintenance 
sparkling porcelain enamel finish 


never mars, never dulls. 


Avoncratt is building in most areas now. 
May we send free color brochure with 
more details? 


OU 


P. O. BOX 1030, NEW ORLEANS 8, LA. UNiversity 6-4561 « CABLE: AVONWAYS 








A DIVISION OF AVONDALE SHIPYARDS, INC. 
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. Clean, functional, uncluttered, low 48” profile. 



































Large TV dial face, wide angle visibility, 
room for your brand panel. 


Eye-level slope dial for external overhead 
lighting. 














Flat glass dial window, easily cleaned, 
inexpensive to replace. 





Stainless steel top and side panels to reduce 
maintenance. 


Full-length door panels remove easily for 
refinishing. 


Concealed, recessed base. 











Single lever, fully automatic reset for one-hand 
control. 


Hose-nozzle reach of 1342 feet. 
Nonscuff roller hose guards. 
Easy pull cable reel hose retractor. 


. Time-tested, world-famous Xacto meter 
for split-hair accuracy. 






Exclusive spiral gear pump for quiet, 
efficient operation. 








Requires less island space (16” x 20%”) 
than any other dispenser. 


Available in single and two-outlet models for suction or 
remote pumping. Write today for literature. 


BOWSER, INC., FORT WAYNE, INDIANA 
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OF GOOD SALES 


IF YOU'RE DISSATISFIED with your present affiliation, if you feel you’re not getting the help and 
cooperation you’re entitled to, if you’re looking for more and better business, it’s time for you 
to look into the advantages of a Sinclair Distributorship. 


WITH SINCLAIR YOU GET... Top-quality products e¢ Advice on bulk plant operation e Finance and 
administration counsel e¢ Service station development ¢ Complete sales training program for dealers 


A program for your salesmen PLUS MANY OTHER BENEFITS 


To know all the advantages, call or write: Sinclair Refining Company, Manager of Distributor 
Sales, 600 Fifth Avenue, New York 20, N. Y. 


THE BIG ONE FOR 61 S/nc/aur 
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EDITORIAL 


The Critical Period, the Right Man 





HE PLAN for a unified national heating- 

oil trade association is moving steadily 
toward fulfillment. The big obstacles have been 
cleared away, and all that remains is formal 
organizational procedure. 

Efforts and vigilance should not be relaxed, 
however, until the new “one-roof” organization 
has launched a dynamic program, and a strong 
leader has been chosen to run the organization. 

It is not enough that the organization be es- 
tablished, then turned loose to shift for itself. 
A critical period lies ahead, as the new organ- 
ization proceeds through a transitional phase 
and seeks stability and a sense of direction. 

During the transitional period, careful hand- 
ling will be required. It has been suggested that 
an industry man of stature, perhaps a top fuel 
oil specialist or a recently retired marketing 
executive be engaged to weld the integral parts 
together and help select a permanent head. 
Fortunately, there are several men whose tal- 
ents equip them for this assignment if they are 
available. 

The next phase will be more delicate and 
more difficult, for it will entail development of 
a dynamic program. This, in turn, will require 
a strong individual, one who can really lead. 

At a recent informal gathering of marketing 
executives, qualifications were discussed. When 
the question of picking a man for permanent 
duty arose, the majority opinion was against 
choosing a retired man; it was felt that the “one- 
roof” leader should treat this as a challenge 
and have several vigorous years to devote to 
the immense objectives. 

Men who are intent on making the new or- 
ganization a success have stressed the following 
qualifications: 

Administrative Ability—The top man should 
be an able administrator with an understanding 
of corporate ramifications. While the associa- 
tion itself may not have a large number of em- 
ployes, it will represent a big undertaking with 
numerous projects. Moreover, many interests 
will be represented on the board and in the di- 
visions. 

Creative Ability—While others may supply 
ideas, the top man should have the ability to 
execute an imaginative program, which means 
that he should be inventive himself. 

Personality—It is important that the top 
man possess the right personality for this job 
because he will be dealing with many types of 
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CHECKLIST 


‘One-Roof’ Leader: 
Basic Qualifications 





Administrative Ability 





Creative 





Personality 





Leadership 





Other 
Industry 








Non-Industry 





Prominent 














Health 





WANTED: A Strong Man 


men at different levels, representing various 
interests. 

Leadership—This is perhaps the most im- 
portant quality because the head man must do 
more than accept and reject. His power to in- 
spire and to stimulate must arouse sweeping 
support behind the program, and he must be 
able to whip up momentum when it lags. 

Should a “name” personality be selected? 
That has been suggested as a requisite to give 
the organization prestige. While the organiza- 
tion must have prestige, the mere presence of 
a “name” person may not be enough. It is 
more important that the leader possess the qual- 
ifications listed above. If he also has a promi- 
nent name, that may be an added benefit. 

Should a nonindustry or industry man be 
chosen? Most men close to the situation con- 
sider this incidental. A man with a thorough 
knowledge of the industry probably would be 
able to adjust to the job more quickly, so he 
would have an advantage. In the same breath 
it may be argued that an outsider would bring 
a fresher and more objective approach. 

The oil industry has had considerable ex- 
perience establishing good organizations with 
inadequate leaders. This is no time to repeat 
that experience. 

Those who are responsible for the new fuel- 
oil organization should not consider their task 
completed until leadership has been placed in 
strong, competent hands. = 











- MEET THE 


NEW 
WHIT 


V | | PAYLOAD: A Compact truck 
that gives you a two-foot-longer 
body (for more payload) in the 

same over-all length. A Compact 


tractor that will handle a 43-foot tank 
trailer in a 50-foot state with ease. 









































WHITE 


(COMPACT) 


MANEUVERABILITY: A work 
horse of a truck or tractor that 
runs circles inside any other 
competitive vehicle. Engineered for 
city traffic and highway operations, 
it covers more territory, quicker. 
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to get the job done faster and 
at less cost. New manually 
operated tilt-cab has torsion-bar 
counterbalancing for safe, easy 
operation, quick engine accessibility. 


3 SERVICEABILITY: Designed 


a / -_ | 4 "i 
- - ig 1d isn ee, 


CALL YOUR LOCAL WHITE BRANCH OR 
DISTRIBUTOR FOR A DEMONSTRATION TODAY! 


Never before has there been a truck or tractor that 
can maneuver so much payload, at so little cost, so 
quickly — through city traffic, in and out of congested 
terminals and tight-squeeze unloading areas. 


Because there’s never before been a heavy-duty vehicle 
with an ultra-short wheelbase and a front wheel-cut of 
approximately 50 degrees in either direction! 


Imagine a truck with a turning circle up to 22 feet smaller 
than other trucks, a tractor with a 12-foot turning advan- 
tage, and you'll begin to get the idea. 


Figure faster trip times, wider territory coverage and bigger 
payloads, and instantly you get the whole picture: 


It’s the new WuirteE 1500 Compact, in truck or tractor... 
to give you a competitive edge! 


THE WHITE MOTOR COMPANY, CLEVELAND 1, OHIO 


Branches, distributors and dealers in all principal cities 


. 


V.o)-/oll a + Ve)4-aIN a HEAVY DUTY TRUCKS 


WHITE 
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ANNOUNCING 


THE ALL-NEW HRESTONE 
TRANSPORT-100 


80 


TRUCK TIR 


INCREASES MILEAGE 
00%...AND MORE! 


Proved in 100 million miles of fleet tests to bring you 50% more original-tread mileage 
and much greater drive-wheel traction than any other regular original equipment 
Firestone truck tire! The all-new, all-wheel position Transport-100 wears far longer — 
actually gives you faster starts and quicker stops when half-worn than other original 
equipment truck tires when new. And, it’s the first truck tire anywhere truly noise- 
treated for quieter running. Yet it costs no more! In Nylon or Tyrex” rayon cord, tube- 


less or tubed. See it at your Firestone Dealer or Store! 


NEW INNER- 
RIB BLADED 
TREAD increases 
traction, lateral 
stability. Positive 
steering on curves 
—wet or dry! 





NEW-—uP To 
30% DEEPER 
GROOVES, 
buttressed for 
strength; longer- 
lasting tread on 
any wheel position. 


NEW EFFI- 
CIENT TREAD 
DESIGN: broad 
center rib equalizes 
load distribution, 
reduces slippage, 
increases mileage. 


ae j 
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NEW “‘STONE 
GUARDS” built 
right into the 
tread keep it free 
of gravel and 
pebbles to increase 
truck tire life. 


NATIONAL 


®T.M. of Tyrex, Inc 


Copyright 1961, The Firestone Tire & Rubber Company 


NEW FLATTER 
CROWN means 
equal pressure 
throughout tread 
print—for extra 
load-hauling, 
extra mileage. 


/ 
j 


Member of THE ATA FOUNDATION of THE AMERICAN TRUCKING INDUSTRY Tune in Eyewitness to History every Friday evening, CBS Television Network 
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NPN National Petroleum News 


FEBRUARY, 1961 


Federal-Agency Revamp: What to Watch 


U.S. regulatory agencies seem to be in for a shakeup. Changes affecting 
oil marketers are bound to come. Here’s a rundown on the outlook 


HE PONDEROUS regulatory and 

policy-making machinery of the 
federal regulatory agencies is about 
to be overhauled. Both President 
John F. Kennedy and the new Con- 
gress seem determined to do the job, 
and oil marketers have a stake in the 
outcome. 

How extensive a revamping is car- 
ried out depends in part on whether 
Kennedy and the Congress clash. 
Congress traditionally has maintained 
that the regulatory commissions are 
responsible to it, and that the White 
House should keep hands off except 
for appointments of agency members. 

But Kennedy and his chief adviser 
on regulatory matters, James M. 
Landis, adhere to the idea that the 
agencies should have some White 
House direction—principally in co- 
ordinating policies and riding herd. 

Whether a clash develops or not, 
steps definitely will be taken to speed 
up the decision-making processes of 
the agencies by streamlining hearing 


and administrative procedures. Both Landis: 


sides agree on that. 

There’s an outside chance that Kennedy and 
Congress will also reach a broader understanding. 
This could lead to the abolition of existing separate 
agencies operating in the same field — such as 
energy, transportation, and communications — and 
pulling their work together under a few super agen- 
cies, or leaving the agencies as they are and creating 
policy coordinators in the White House. 


What Agencies to Watch 


Whatever changes are made will have an impact 
on the following agencies affecting oil marketers: 

e@ Federal Trade Commission—Enforces decep- 
tive advertising, price discrimination, and some 
antimonopoly laws. 

e Interstate Commerce Commission—Regulates 
truck, rail, and inland-waterway transportation. 

e@ Federal Power Commission—Regulates nat- 
ural-gas rates, approves hydroelectric power proj- 
ects, and determines interstate rates on electricity. 

e@ Bureau of Public Roads—Though not a regu- 
latory agency as such, it administers the interstate 
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Riding herd 


highway program and influences Con- 
gressional decisions on federal gaso- 
line taxes to finance road building. 
The bureau would be incorporated 
into any new department of trans- 
portation or placed under the juris- 
diction of any White House coordi- 
nator of transportation policy. 


Why Agencies Are on Carpet 


The movement to revamp the regu- 
latory agencies has been brewing for 
a number of years, but only within 
the past three months has it gained 
momentum and powerful backing. 
Three developments are responsible: 

e Kennedy’s campaign pledge to 
improve the agencies’ efficiency and 
his post-election appointment of 
Landis to make a study of commis- 
sion operations and recommend im- 
provements. Landis turned in his 
report in late December and was 
subsequently named by Kennedy as 
a special White House assistant to 
draw up a program of proposed legis- 
lative reform. Landis is now working 
on that assignment. 

e@ The windup of the work of the House sub- 
committee on legislative oversight, which conducted 
nearly four years of investigations of the regulatory 
agencies. Though hearings dealing with influence- 
peddling and wrong-doing captured most of the 
public’s attention, the subcommittee also delved 
into agency operations, blasting them for ineffi- 
ciency and in some instances laxity and bias. 

e An exhaustive 800-page study of national 
transportation policy made for the Senate com- 
merce committee by a special task force headed 
by John P. Doyle, retired Air Force major-general 
and transportation consultant. This group sur- 
veyed only the work of transportation agencies— 
principally ICC, Bureau of Public Roads, Civil 
Aeronautics Board, and Federal Maritime Board. 


What Investigators Recommend 


Landis, former dean of the Harvard Law School 
and former member of three regulatory agen- 
cies, joined the legislative-oversight subcommittee 
in criticizing the commissions for slow and some- 
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... Landis says revise Robinson-Patman 
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times bad decisions. Both suggested internal 
streamlining to cut down on the number of appeals 
to the full commissions and allow final decisions 
to be made at lower levels—by a single commis- 
sioner, panels of commissioners, and even by hear- 
ing examiners in minor cases. 


Both also emphasized the importance of ap- 
pointing more qualified men rather than political 
favorites to the regulatory agencies. Landis sug- 
gested that the terms of agency members be length- 
ened—possibly to 10 years—to attract better men, 
and that members be given expense allowances and 
better retirement benefits. 


Landis and the legislative-oversight group parted 
company, however, on the issue of a “watchdog” 
over the agencies. The oversight committee, a 
temporary group, reflected the traditional Congres- 
sional view that riding herd on the agencies is 
Congress’s job. It recommended creation of a 
permanent subcommittee under the House com- 
merce committee to do just that. 

But Landis called for creation within the White 
House of a permanent “office for the oversight of 
regulatory agencies.” He is most likely to get the 
job if Kennedy eventually approves the idea. 

Landis also recommended the appointment of 
White House coordinators of policy in the fields 
of energy, transportation, and communications. The 
energy coordinator would make sure that all agen- 
cies in this field—-FPC, Atomic Energy Commis- 
sion, Tennessee Valley Authority, the Bureau of 


Reclamation—adhere to a grand design of energy 
development and conservation, and that a balance 
is maintained between oil, natural gas, electricity, 
coal, and atomic energy. 

The transportation coordinator would perform 
a similar function on the policy level for various 
agencies dealing with highways, truck lines, rail- 
roads, inland shipping, and overseas shipping. 


Jacking Up the FPC 


Both Landis and the legislative-oversight sub- 
committee blistered the FPC for having the heaviest 
backlog of undecided cases. Landis called it “with- 
out question” the most ineffective of the commis- 
sions. He also accused it of “patent failure” to 
execute natural-gas laws to protect the consumer, 
and of being “substantially contemptuous” of the 
Supreme Court and other federal courts in refusing 
to do so. 


Both he and the subcommittee questioned 
whether the new FPC policy establishing different 
natural-gas prices for sections of the country in 
place of a case-by-case fixing of prices would with- 
stand inevitable testing in the courts. 

The subcommittee said Congress should con- 
sider barring natural-gas rate increases from be- 
coming effective until pending rate-increase pro- 
ceedings have been finally determined, extending 
from five to 18 months the FPC’s power to suspend 
a rate increase, requiring that at least 40% of the 
amount of rates subject to refund be kept in trust 
reserve account, and requiring a public record of 





What New President, Congress Mean 


NEW AND OLD oil-marketing issues bear watching. 
The Kennedy administration and the 87th Congress 
are just getting going, and what they’re doing now 
hints broadly at what’s shaping up for the months and 
years ahead. 

Here’s what’s happening on five major issues: 

e Motor-Fuel Taxes—The level of motor-fuel taxes 
is being redetermined. New principles are in the mak- 
ing. 

The tax-writing House ways and means committee 
is completely reappraising federal highway financing. 
Special attention is being paid to how much users ben- 
efit from highways in relation to the taxes they pay. 

These studies will determine whether or not the 
fourth cent of federal motor-fuel tax, scheduled to ex- 
pire June 30, will be extended. In any case, Congress 
is ignoring the Eisenhower administration’s recommen- 
dation to continue the fourth cent and even add a half 
cent. 

e Minimum Wage—Minimum-wage, carrying a 


high priority in the Kennedy administration, will likely 
be increased and extended. 

The increase Kennedy wants from $1 an hour to 
$1.25 for workers now covered is less important to oil 
marketers than the extended coverage he wants. 

Under Senate and House bills passed last summer, 
employes of large chains of service stations would have 
been covered for the first time, but at a rate initially 
less than $1.25. 

A successful fight was waged to exempt virtually 
all of these newly covered service-station employes 
from overtime provisions. But both the Senate bill and 
the more conservative House bill died in committee, 
so this battle will have to be fought again. Prospects 
for repeated success are rated good. 

e TBA Marketing—No new legislation is likely, 
but there will be more investigation. 

Rep. James Roosevelt (D., Calif.) has failed to mus- 
ter any substantial support for TBA marketing legisla- 
tion, and none of his bills attacking marketing prac- 
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negotiations leading to settlement of a rate case. 

Landis recommended that its limited enforce- 
ment powers in antimonopoly cases be transferred 
to the Justice Dept., and that its power to act 
against price discrimination under the Robinson- 
Patman Act be strengthened. He said Robinson- 
Patman is a poorly drafted “melange of general- 
ities” that ought to be clarified by Congress. 

The Doyle group took the middle ground be- 
tween Landis and the legislative-oversight subcom- 
mittee as far as overhauling transportation agencies 
is concerned. It recommended creation of a de- 
partment of transportation to handle policy-making 
and numerous administrative programs dealing with 
transport matters, including the highway program. 
Rate-making and other regulatory matters would be 
left in the hands of a commission responsible to 
Congress, but the commission would be a new one, 
taking over the functions of the ICC, Civil Aero- 
nautics and Federal Maritime Boards. 

The Doyle group recommended changes in the 
highway trust fund, which provides financing for 
the vast multibillion-dollar interstate system. It 
said funds from the 2¢-gal. aviation fuel tax and 
from taxes on recreational navigation fuel should 
be withdrawn from the highway fund and shifted 
into new special funds to finance air facilities and 
waterways improvements. 

The highway fund is now financed by part of the 
federal taxes on gasoline and diesel fuel and by 
excise taxes on automotive parts and accessories 
and heavy vehicles. The Doyle group said the 
portion of these taxes which does not now go into 
the highway fund should be diverted to it from the 
general treasury to help offset the withdrawals. 





to Oil Marketers 


tices of integrated companies is given any hope. 

Roosevelt has promised further hearings, however, 
to iron out testimony conflicts that arose before his 
special small-business subcommittee. 

Fears are being expressed, too, that Roosevelt’s 
continuing attack will be picked up by new leadership 
in the Justice Dept. and Federal Trade Commission, 
spawning new investigations. 

e Federal Fair Trade—Advocates of a federal fair- 
trade law, which would permit manufacturers to set 
minimum retail prices, made some headway in the last 
Congress and may press their case again. 

This depends on President Kennedy’s attitude. 
Kennedy isn’t expected to support the idea, but an in- 
dication of neutrality would signal a new effort. 

e S-11—Bills to end the good-faith defense in cases 
of alleged price discrimination turned up early in both 
houses and again received their traditional numbers— 
S-11 and HR-11. These bills are generally considered 
past their peak in support. 
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New Look for 1961 


Four majors accentuate trend 
toward corporate consolidation 


IF THE OIL INDUSTRY looks different this year, 
that’s because it is. At least four big corporate re- 
organizations, in the works for months, became 
effective at the outset of 1961. The results in brief: 

@ American Oil Co., operating subsidiary of 
Standard Oil Co. (Indiana). Consolidates former 
Standard Oil, American Oil, and Utah Oil Refining 
Cos. Brand name: American. Headquarters: Chi- 
cago. President: L. W. Moore. Effective date: Jan. 
1, 1961. 

e California Oil Co., operating subsidiary of 
Standard Oil Co. (Calif.). Consolidates former Cali- 
fornia Oil, California, Standard Oil of Texas, and 
Salt Lake Refining Cos. (Standard Oil Co., of Cali- 
fornia, Western Operations, Inc. continues as a 
separate West Coast organization.) Brand name: 
Chevron. Headquarters: San Francisco. President: 
T. S. Petersen. Effective date: Jan. 1, 1960. 

e Cities Service Oil Co., operating subsidiary of 
Cities Service Co. Consolidates Cities Service (Pa.), 
Cities Service (Del.), Arkansas Fuel, and Orange 
State Oil Cos. Brand name: Cities Service. Head- 
quarters: Probably Chicago. President: F. M. Simp- 
son. Effective date: Jan. 3, 1961, 

e@ Humble Oil & Refining’s new regional setup 
(NPN—Jan. p83). Reorganizes Esso Standard Oil, 
Humble Oil, Carter and Oklahoma-Pate divisions 
into eastern, southeast, southwest and central 
regions. Brand names: Esso, Enco, Humble, Carter, 
Oklahoma. Headquarters: Houston. President: M. 
J. Davis. Effective date: Jan. 1, 1960. 

Other significant corporate changes at year’s 
end: 

e Spur Oil Co. and River States Oil Co. legally 
merged into Murphy Corp., El Dorado, Ark. 

@ Shell Oil Co.’s New Orleans division changed 
to southern marketing division; new Dallas-Ft. 
Worth district opened in Texas. 


Wage-Price Spiral 


TAKING A LEAF from steel’s book, the oil in- 
dustry is attempting to pass on to consumers the 
added costs of the recent round of wage increases. 

Continental Oil hiked its distillate prices in six 
Rocky Mountain states 0.5¢ gal. in mid-January, 
attributing the boost to higher costs, including wage 
costs. 

Light-fuel-oil prices have risen in the East, South- 
east, and on the Gulf Coast. Weather, of course, 
is a factor in the price hikes, particularly in de- 
termining whether they will hold. 

In announcing the higher prices, Continental 
said cost increases “cannot be absorbed from the 
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present low profit margins, which for some time 
have been on a downward trend. The company 
added that it had “no choice” but to try to recover 
added costs by advancing product prices. 

L. F. McCollum, president of Continental gave 
advance notice of this move in December when 
wage negotiations were under way with union locals. 

Three other companies—Gulf, Sunray, and Pure 
—also said added wage costs must ultimately be 
reflected in increased product prices. 


The industry wage-hike pattern has been pretty 
well set at 5%, with a 14¢-per-hour minimum 
guaranteed in OCAW contracts. Some agreements 
are open-end (subject to renegotiation at any time), 
some are one-year firm, and at least one contract 
with an independent union is for two years. 

Traditionally, wage increases granted to union 
members also are given to nearly all other em- 
ployes in the oil industry’s 400,000 work force. 


New Import Levels 


IMPORT LEVELS on crude, unfinished oil and 
products other than resid will be lower in the first 
half of 1961. The new levels were set at yearend. 


As a result of the President’s Dec. 24 decree to 
correct for over- or under-estimates in total de- 
mand, controlled imports into Districts 1-4 were 
set at about 14,000 b/d below the last half 1960 
level. This represents a 28,000-b/d drop from first 
half 1960. 

Although the controlled imports limitation re- 
mains at 9% of estimated total demand in Districts 
1-4, the Presidential “adjustment”—which cor- 
rected for over-estimated first half 1960 demand— 
more than offset a controlled imports increase. The 
increase would have resulted from application of 
the 9% limitation to the expected 1961 increase 
in demand. 

Here are other significant developments: 

e A 3.7% reduction in the “floor” for alloca- 
tions to historic importers in Districts 1-4 (from 
75.7% of their last voluntary allocation to 72%). 

@ Based on supply and demand estimates of 
December 19, reduction of allowable District 5 
imports by about 34,000 b/d. 

e A further District 5 import cut of 11,500 b/d. 
This resulted from a change in the method of 
calculating demand: shipments to Districts 1-4 that 
exceed corresponding 1958 shipments will no 
longer be considered a District 5 demand. There- 
fore, they will no longer contribute to increased 
District 5 oil import levels. 

Crude production has declined constantly since 
’57. If prices continue to lag behind increased costs 
in 1961 and over-supply remains a problem, addi- 
tional import cuts may be ordered for second half 
1961. 


South Bend Decision 


Jury finds 12 of 13 oil companies 
guilty of gasoline price fixing 


TWELVE OIL COMPANIES are appealing their 
convictions in the South Bend case. Late in Decem- 
ber they were found guilty of violating the Sherman 
Antitrust Act by fixing gasoline prices May 1, 1957, 
in the South Bend-Mishawaka, Ind., area. 

The defendants—Standard of Indiana, Socony 
Mobil, Texaco, Gulf, Cities Service, Shell, Phillips, 
Hudson, Tornado, Ohio, Central West, and Pacer 
—immediately filed motions for a new trial. Judge 
Luther M. Swygert set a hearing on the motions 
near the end of January. 

The trial, which began Nov. 2 in South Bend, 
grew out of Justice Dept. charges that the 12 oil 
companies conspired to raise pump prices on May 
1, 1957, after a two-month depressed period. 


Key Testimony 


Testimony by government witnesses was a key 
factor in bringing about conviction. Its final witness, 
Donald R. Rice, former Indiana Standard salesman, 
testified that Standard’s assistant sales manager, 
Paul McClarnon, had told him Standard’s tank- 
wagon price was going up May 1, and the company 
was suggesting 31.9¢ as the new pump price. 

Then, Rice stated, McClarnon said “he had as- 
surance that other companies were going to increase 
their prices.” When asked by Rice to cite specific 
companies who were going to increase their prices, 
McClarnon named Texaco, Sinclair, Shell, Socony 
Mobil, and Ohio, Rice testified. 

A thirteenth defendant, Sun Oil Co., was acquit- 
ted earlier in December on a directed verdict. At- 
torneys for Sun pleaded that the prosecution had 
failed to produce any witnesses or documents link- 
ing Sun to the other defendants in connection with 
the price increases on May 1, 1957. 


‘Big Jig-saw Puzzle’ 

The other 12 companies were found guilty after 
the jury deliberated for 62 hours. Jurors later in- 
dicated there was no particular disagreement on the 
verdict, but one juror called the mass of evidence 
reviewed “a big jig-saw puzzle.” 

Timothy Galvin, counsel for Texaco, stated after 
the verdict that Texaco’s established policy was 
te comply fully with antitrust laws. “We are certain 
that our employes have followed this policy, and 
that they did not conspire with anyone to influence 
independent Texaco dealers to increase retail gas- 
oline prices.” 

Shell vice president and general counsel, W. F. 
Kenney, stated, “Competitors keep a constant watch 
on each other’s prices. To characterize the price 
movements arising from this vigilance as ‘con- 
spiracy’ is to overlook completely the normal func- 
tions of the market place... .” 
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Focus on Oil Marketing 


THIN-SHELL roof is striking 
feature of this new Bay Re- 
fining Co. station planned 
for Midland, Mich. Roof’s 
design is called ‘multiple hy- 
perbolic paraboloid, looks 
something like one Humble 
had in Dallas (NPN—June 
60, p111). Roof is made of 
Styrofoam, product of Dow 
Chemical, Bay’s parent. 
(This Bay is unrelated to 
Tennessee Refining’s Bay.) 





LARGEST REFUELER in North America is this Yorkshire aluminum semitrailer at Montreal airport. Built in England 
by A.E.C. Ltd. for British Petroleum, trailer has capacity of 12,000 U.S. (10,000 Imp.) gal. Pumps 750 (Imp.) gpm. 


WINDOW DISPLAY at vacant Mobil Oil station in Port- 
land, Me., advertises for an operator. It tells prospects a 
$2,500 investment can return $6,000 or more a year. 


DERBY Refining Co. is now occupying top two floors of 
new Colorado-Derby building, 202 West First St., Wichita, 
Kan. Among offices: sales, advertising, real estate. 
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Tidewater Realigns 


TIDEWATER’S eastern division is the latest mar- 
keting department to be streamlined. In a sweeping 
move which eliminates most of its headquarters 
retail sales staff, the 14-state division dropped an 
entire level of management to bring field and top 
management closer together. 

The change is effective Feb. 1. It is expected to 
spread to the western division within months, as 
Tidewater strives for standardization. 

Vice president and general manager J. G. Jimenez 
says the reorganization will provide Tidewater with 
“a more efficient, harder-hitting and more aggres- 
sive sales team.” 

He says “this will come about by increasing the 
number of line and sales personnel in the field and 
reducing staff functions, delegating authority down 
the line, streamlining administrative processes, more 
evenly distributing the supervisory responsibilities 
of each manager, and encouraging imaginative 
thinking and action.” 

A few months ago, group vice president H. Y. 
Hyde put Tidewater’s operational goals more 
bluntly: “We are planning to get more men out 
selling with less paperwork and less red tape.” 

The reorganization reassigns all but three retail 
staff people. Their responsibilities will be shifted 
to three district managers who will divide the divi- 
sion territory (see chart above). They will operate 
under the direction of division marketing manager 
Don Y. McCoy. 

Reassigned in the shift are service-station sales 
supervisor Rolphe E. Lundgren, now southern-area 
manager for New England; credit-card sales super- 
visor Nicholas L. Sullivan, now field sales manager 
for northeast Pennsylvania; reseller sales supervisor 
William P. Kerrigan, now Hudson River-area man- 
ager; training supervisor John McGrath, now a 
sales-promotion specialist. 


ie In case you missed it... 


& Union Oil Co. of Calif. has filed a cross-claim 
against Phillips Petroleum Co. in the Justice Dept.’s 
antitrust action against Phillips’ purchase of Union 
stock. The purpose, says Union board chairman 
Reese H. Taylor, is “to prevent Phillips from exer- 
cising any control, direct or indirect, over our com- 
pany.” 

& Husky Oil Co. is now integrated. Stockholders 
of Husky (exploration and production) and Hi- 
Power Inc. (refining and marketing) have voted 
to merge. 


& An 82-mile product pipeline from Helena to 
Great Falls, Mont., is completed. The six-in. line 
connects to Continental Oil’s terminal nearing com- 
pletion at Great Falls. Continental will get gasoline, 
heating and diesel oils, and jet fuels from refineries 
at Cody, Wyo., and Laurel and Billings, Mont. 


& Hartol Petroleum Corp., part of Tennessee 
Oil Refining Co., division of Tennessee Gas Trans- 
mission Co., is building a 351,000-bbl. terminal at 
South Norfolk, Va. Cost: $750,000. 


& Mobil Oil Co. has set up a new department 
to study service-station design and materials. “Our 
aim is to reduce construction costs and to increase 
customer appeal,” says Vernon A. Bellman, market- 
ing vice president. 

& Westway Petroleum Co. (Portland, Ore., and 
Montebello, Calif.), subsidiary of Union Oil Co. of 
Calif., is now operating Harbor Refining Co.’s 40 
stations in Los Angeles County. Westway recently 
bought eight Powerpack stations in Ventura, Calif. 


® Socony Mobil Oil Co. has purchased Anchor 
Petroleum Co., LPG wholesaler. Anchor has LPG 
storage at Hattiesburg, Miss., Bath, N. Y., and 
Midland, Tex. 


& Demand for all petroleum products rose 2.1% 
in 1960 over 1959, reports Frank M. Porter, presi- 
dent of the American Petroleum Institute. Gaso- 
line demand grew a disappointing 2.0%, he said, 
while distillate-fuel consumption rose 2.8%. 


& The West Coast oil-heat subsidy program 
(NPN—Oct. ’60, p83) has been extended through 
1961. Heating-oil jobbers asked majors not to let 
the program expire Dec. 31, 1960. 


> L. F. McCollum, president of Continental Oil, 
has proposed creating an “early-warning system” 
within the Interstate Oil Compact Commission to 
prevent oversupply. Oil companies would exchange 
information about future demand possibilities, and 
then keep production and refining in line. 


® Gasoline on sale at service stations in Decem- 
ber was 99.3 octane for premium and 92.6 octane 
for regular, reports Ethyl Corp. Compared with a 
year earlier, premium was unchanged, regular up 
0.2. 
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“FILL 'ER UP” 


THE BRIGHTER SIDE... 


As an independent marketer, you give super service to 
drivers whose horsepower can vary from 360 to 1. And 
from‘Ashland Oil & Refining Company you get super 
service of a special kind. As the nation’s largest 
independent supplier of petroleum products, Ashland 
Oil understands and respects your independence. 
Here are a few of the benefits you get from a working 
agreement with us: 
e You get to do your job without interference. 
e You get effective merchandising plans and selling tools. 
e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you . . 
write, wire or call us today ! 


The Independent Supplier gt Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 
ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 


CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


z CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 


Standard Bidg. —DETROIT, MICH., Dearborn P. 0. Box 
6025— EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. O. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN.,5 MainStreet 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 














THE HEART OF ANY DISTRIBUTOR’S PROFIT... 


LIES WITH THE PUMP HE CHOOSES 


Lyden Oil sells 20,000,000 gallons per year— 
MARLOWS PUMP IT ALL! 


Lyden Oil Company, owned by W. G. Lyden 
and his son, serves Youngstown, Ohio and a 
30-mile radius with Amoco gasoline and #2 
fuel oil. To speed up gravity flow from their 
plant’s 100,000 gallon above ground storage 
tanks and to strip transports, Lyden uses four 
Marlow, 32 HELP-9, Self-Priming Pumps. Dur- 
in four years of service, these self-primers have 
handled 80,000,000 gallons of petroleum prod- 


Marlow Pumps 
are available in 


ucts day-in, day-out without skipping a beat. 


If you have a petroleum handling problem 
that calls for steady, dependable pumping, look 
to Marlow for the solution. Marlow builds the 
most complete line of pumps available any- 
where for petroleum service. Write today for a 
copy of Bulletin PM-06 and the name of your 
nearest Marlow dealer. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
® MIDLAND PARK, NEW JERSEY Morton Grove, Illinois * Longview, Texas 


Canada through 
Pumps & Softeners 
Limited. 
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LISED « {]E i) wien snouts sty? 


Deciding between a used and a new 
truck means weighing many factors. But 
generally, it depends on the job and it 
depends on the make. 

Many purchasers of used vehicles 
have a particular job in mind that 
doesn’t require a new vehicle—stand-by 
service . . . in-and-around-town service 
... yard work. For this group, the higher 
price of a new truck is usually not 
warranted. 

A second group—and this one is 
growing—is buying used Mack trucks 
for all kinds of service in preference to 
new “ower cost” trucks of other makes. 
They know that a good used Mack, even 
two or three years old, can be depended 
upon to give them longer life, economy 
and trouble-free performance. 

Either group is in a position to bene- 
fit from the current trend among many 


larger fleets toward trading in sooner on 
newer, weight-reduced, shorter Mack 
models to take advantage of weight and 
length liberalization in many states. 

Both groups benefit by being able to 
select from a wide variety of Macks and 
other good used trucks that have been 
traded in on new Aluminum-Light 
Macks. Most trade-ins are from large, 
well-maintained fleets so that the used 
Macks have maximum profitable mile- 
age ahead of them. 

Because your Mack representative 
takes more trucks in on trade, and be- 
cause he insists on thoroughly checking 
them, you can be sure that he has the 
truck suited to the job you have in mind. 

That’s why it pays to make Mack your 
Used Truck Headquarters. You’re sure 
of getting a dependable, high-value used 
vehicle at a fair market price—a truck 
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with maximum service ahead of it . . . 
one that will outperform new “lower 
cost” trucks. So if you are in the market 
for a truck—used or new—see your 
Mack representative first. Mack Trucks, 
Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, Ont. 


7955 


Mack 


Una 
comEN 





Gasoline dispensing is completely detached from main building at Esso’s new $200,000 service station in Richmond, Va. 


Newest Look: Station Within 


Superbright lighting includes mercury-vapor perimeters, fluorescents in canopy and overhang, Y’s on outlying islands 
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Auxiliary office stays open when rest of station is closed 


a Station 


@ There's a hot new trend in station 


design: separating sales and service. 


@ The object: to gain flexibility and 
efficiency, by breaking away from the 


traditional ‘all-purpose’ building. 


@ On these pages: One attack on 
the problem. Gasoline dispensing unit 


is independent, stays open by itself. 


@ In uptoming issues: Other 


approaches 
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| ge NEW $200,000 station in Richmond, Va., 
is serving a dual purpose. It’s expected to 
build big gallonage (eventually 100,000 to 150,000 
gal. a month), and it’s being used as a field labora- 
tory to test concepts in station design and operation. 


Opened in December, the station is located on 
Three Chop Road adjacent to a large shopping 
center. This gives Esso an opportunity to experi- 
ment with ideas appropriate to shopping-center 
sites, a major challenge for oil marketers in the 
Sixties. 

Here are some ideas now being tested: 

e An auxiliary office, which forms the junction 
of a pair of free-standing canopies covering two 
pump islands. It works as a base of operations 
when the other part of the station has closed for 
the night. 

e@ The possibility of 24-hour operation at the 
busy shopping center. On opening, the station did 
business from 6 a.m. to 10 p.m. The closing time 
has now been moved back to 11 p.m. As the volume 
of business is gauged, the close-up time will be 
moved further back. 

e Extra-bright lighting, which has caused one 


motorist to compare the station at night to “a 
riverboat coming downstream.” 

e An emphasis on motor tune-up and diagnostic 
equipment to measure the economics of such 
services in a shopping center site. 

The auxiliary office is manned by three of the 
stations 13 attendants from 7 p.m. until the 11 p.m. 
closing time. During this period the main office 
and lube bays are accessible but unmanned. Should 
the station eventually go on a 24-hour basis, the 
island office will be the operational center during 
the late hours. 


Heated and air-conditioned like the main build- 
ing, the small office has a telephone, stand-up 
desk, cash register, and control panel for the 
station’s lights. 

Lighting consists of (1) nine 400-watt mercury- 
vapor lamps on six 30-ft. poles along the perimeter, 
(2) fluorescent fixtures built into the canopy cover- 
ing the pump islands, (3) Y-lights, with eight-ft. 
wings, on two outlying pump islands, and (4) 
fluorescent lights in the roof overhang of the main 
building. 

The station has twelve pumps and three service 
bays. Equipment in the bays makes it possible for 
the attendants to perform motor-analyzing, wheel- 
balancing, front-end alignment, electrical and igni- 
tion work, and brake servicing. A room running 
the length of the main building has quick-wash 
equipment. 

The station is located on a triangular five-acre 
site. Since the station occupies less than half of 
the space, Esso plans to rent or sell the remaining 
land to another retailer. There’s only one restric- 
tion: “We won’t, of course, rent to another service 
station.” ‘a 
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WHy 1S 
youR GAS 
SO MUCH HIGHER 
THAN SUPER-X ? 
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WELL, SOMEBODY 

HAS TO PAY FOR 

THIS GASOLINE 
PALACE! 


FRED 
RHOADS— 


Private-Brander Ridicules ‘Gasoline Palaces’ 


Newspapers to Join 
API Gasoline Drive 


SOME 110 newspapers across the 
country will run special Sunday sup- 
plements in May on vacationing by 
car. The sections were developed at 
the suggestion of the API travel-de- 
velopment committee in an effort tc 
increase gasoline demand. 

The committee supplies the news- 
papers with copy and story suggestions 
and sends letters to prospective adver- 
tisers for the special supplements— 
such as auto manufacturers and resorts 
—asking that they participate. 

Publication date is May 31, kicking 
off a national “Vacation Planning 
Week,” for which state governors have 
been asked to issue proclamations. 

The API group has enlisted the 
aid of several organizations outside 
the industry, including the American 
Newspaper Publishers Assn. and the 
American Hotel Assn. 

Oil companies are planning to 
participate with intensive advertising 
programs the week preceding Vacation 
Planning Week. 


FOR SEVEN YEARS now, Pete Thornell, president of Thornell Enterprises, 
Florence, S. C., has been using cartoons like this in his newspaper ads. The 
private-brander, who operates 11 “Super X” stations in the Florence area, also 
uses the same pitch in his radio advertising. His claim: Majors charge higher 


Oil’s Centennial Plans 


WITH the Civil War Centennial for- 
mally open, several oil companies are 


gasoline prices because they have to pay for their “gasoline palaces.” 





Merchandising Memos . 





> This 24-ft. experimental pylon 
is used at Pure Oil’s “Service City” 
at Greenboro, N.C. Note the re- 
volving sign, stylized arrow, and 
bulletin board for posting “spe- 
cials.” The idea behind the station 
is to build Pure’s image in the 
community, and build gallonage, 
even at conventional Pure outlets 
around town (NPN—Jan. p85). 





> Marketers interested in cashing 
in on this year’s celebration of the 
100th anniversary of the War Be- 
tween the States, can get some tips 
on possible advertising tie-ins by 
contacting Kermit V. Sloan, Curtis 
Publishing Co., Independence 
Square, Philadelphia. Curtis heads 
a committee of admen which in- 
cludes Bob Grey of Esso. 


> American Petrofina has added 
Fina-brand lighter fluid to its prod- 
ucts. Distribution will be through 
the company’s 1,900 service sta- 
tions. 


> Latest oil company to start think- 
ing about an agency change is 
American Petrofina, now looking 
at presentations by several agencies. 
One of the bids is being made by 
the company’s present agency, 


* ®Taylor-Norsworthy. 








working toward advertising and pro- 
motional tie-ins. 

e Tidewater has issued a Centennial 
road map of the battlefields. The same 
company is contributing to the resto- 
ration of Fort Delaware, a Union 
Army shrine located near the com- 
pany’s Delaware refinery. 

e Standard Oil of Ohio is issuing 
a series of newsletters and booklets on 
the part Ohio played in the War. 

e Sun Oil will run a series of 
articles in its quarterly magazine 
suggesting tourist visits to the battle- 
fields. 

e Ethyl Corp. will incorporate bat- 
tlefield visits in its continuing “magic- 
circle” program to boost pleasure 
driving. 

e Road maps featuring historic 
sites of the Civil War will be issued 
by Sinclair, Esso, and Pure. 


Shell Steps Out, Sun Steps In 


AS SHELL OIL trims radio and tele- 
vision advertising to concentrate on 
newspapers, Sun Oil is stepping in. 
Sun has already picked up sponsor- 
ship of eight television and several ra- 
dio shows formerly paid for by Shell. 
Most are newscasts and weather. 
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“Total business jumped 12% 
in the first 6 a of my 
Pepsi -Lake- home service!” 


(Lawrence Martin, Marty’s Cities Service, Treaties, N. J.) 
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Have a Pepsi 
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Here’s how Marty raised his total business 12%, sold 750 
cases of Pepsi and won new customers... all in 6 months. He 
set ul up a big Pepsi display. He suggested to each customer, 
“Let me put a case of Pepsi in the car.” And he found that 
customers kept returning their empties for more Pepsi, 
more gas, more T.B.A. purchases and service. You 

can boost your total sales and profits, -~ Sat BB ' 


now! Call your Pepsi-Cola* bottler today! «: 
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Burner Research: What's Next? 


@ Contrary to some opinion, the API oil-burner research program isn't 
designed to come up with actual equipment. It seeks new concepts 


@ Research will be undertaken only in areas where needs aren't likely 
to be met by the independent efforts of manufacturers 


It's not a crash program. In the words of Shell's J. L. Minner, 
‘It's a program to build for the future through continuing research.’ 


Here's a rundown on what researchers plan to do now: 


OW THAT directors of American Petroleum 

Institute have earmarked funds for the burner- 
research program of its fuel-oil committee, heating- 
oil marketers are asking: 

@ What problems will be tackled first? 

e How far will the research go? 

e How will results be made available to the 
rest of the industry? 

Questions like these are high in the minds of 
heating-oil marketers looking for new-type oil-heat 
equipment to put them back in the struggle for the 
new-home market, key to their growth. 

The questions are answered by J. L. (Jack) 
Minner, Shell’s heating-oil sales manager and head 
of the API fuel-oil committee’s research subcom- 
mittee. They’re taken from a report he made to the 
committee. 


What's on Tap the First Year? 

Minner lists the following as first-year research 
projects, set to start April 1: 

e@ Unconventional means for fuel atomization. 

e@ Effects of spray-droplet size on combustion. 

e@ Techniques needed to develop fuel vaporiza- 
tion. 

e@ Fuel-oil mixing and recirculation. 

e Localized combustion conditions needed to 
avoid smoke formation. 

e Surface combustion. 

e@ Unconventional ignition systems. 

e@ Fuel- and air-handling systems. 

To these technical subjects, Minner adds a non- 
_ technical subject: communications with the equip- 
ment industry. 

This lineup of projects, says Minner, is the result 
of deep thinking by the subcommittee’s technical 
advisory group (TAG), headed by Jim Livingstone 
of Gulf Research & Development Co.* Guiding 
TAG in its selection of projects was the fullscale 
research-project report prepared by the fuel-oil 


By CORNELIUS BRODERSEN 
Fuel-Oil Editor 


committee’s research consultant, Dave Locklin of 
Battelle Memorial Institute (NPN-Aug. ’60, p103). 


Why These Projects Are Important 


“New concepts are essential if limitations of con- 
ventional equipment are to be overcome,” says 
Minner. In setting up research priorities, TAG con- 
cluded the major effort should be directed to new 
concepts which give promise of providing new ap- 
proaches to distillate combustion. “Because the pot- 
ential of most new uses for oil is so dependent on 
improved combustion concepts, TAG has deferred 
until later in the program those tasks directed 
specifically to new uses.” 

Here’s a breakdown of first-year projects, with 
explanation by Locklin: 

Fuel Atomization—“Methods of atomization 
most often used in domestic burners suffer from 
practical limitations of performance and relia- 
bility when run at low capacities needed for mod- 
ern, small homes and water heaters. Research will 
try to find and demonstrate one or more entirely 
new means which could ultimately offer practical 
and economic advantages to the total burner sys- 
tem.” 

Droplet Size, Combustion—‘“The best combina- 
tion of droplet sizes for an oil spray is something 
of a mystery, even to combustion technologists. 
Little is known of the precise sizes of droplets in 
sprays of small atomizing-type burners. Little is 
understood concerning the true effects of different 
droplet sizes on combustion in actual systems. 

“Research aims at providing more information 
to help the oil-burner developer choose the degree 
of atomization best suited for his combustion 
system.” 

Vaporization Techniques—‘“An effective, relia- 
ble, and low-cost vaporizer for No. 2 oil would per- 
mit the development of greatly simplified oil burn- 
ers. Burners designed to operate by vaporization 


* Other TAG members are J. A. Bolt, American Oil Co.; F. W. 
Chapman Jr., Atlantic Refining; R. W. Donahue, Sun Oil; W. F. 
Hergrueter, Socony Mobil; R. D. Pinkerton, Sinclair Research; 
W. A. Sullivan and J. D. Heldman, Shell Oil; R. L. Weeks, Esso 
Research & Engineering; and C. E. Watson, California Re- 
search Corp. 
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have not met the desired requirements of long-time 
reliability. Research will determine if No. 2 oil can 
be vaporized without deposits and, if not possible 
without some deposit, determine how deposit and 
its effect can be minimized.” 

Mixing, Recirculation—‘Most combustion sys- 
tems are established by methods which may not 
result in the best combination of reliability, per- 
formance, and initial cost. In spite of the many 
burners now operating, relatively little information 
is available to define precisely the conditions exist- 
ing in, or desired in, the combustion zone. 

“Localized conditions of temperature and com- 
position of gases are of interest in the development 
of new combustion systems. Research will try to 
determine factors controlling the mixing of air and 
fuel in combustion chambers, including conditions 
resulting from recirculation of products of combus- 
tion. In analyzing this data, researchers will seek 
guideposts to the scientific development of new 
types of burners.” 

Smoke Formation—“Conditions in only a small 
part of the combustion zone are believed responsi- 
ble for most of the smoke in unsatisfactorily oper- 
ating burners. The precise conditions causing smoke 
are only partially understood. Research will ex- 
plore different combustion systems to map these 
conditions.” 

Surface Combustion—‘Principles of surface 
combustion for oil burners have not been fully ex- 
plored fundamentally. Research wants to learn 
more about it. At present, the practical applica- 
tion of surface combustion in small burners appears 
to be dependent on the development of practical 
vaporizers.” 

Ignition Systems—‘“Many small oil-burner sys- 
tems, now under development or being considered, 
require air under pressure for atomization or com- 
bustion. Success of these low-capacity systems will 
depend on the availability of low-cost, long-life air 
compressors. Research will study the requirements 
and general use of systems for metering fuel at low 
rates and for pumping both fuel and atomizing air.” 


How Far Will Researchers Go? 
There are limits to the burner-research project, 
Minner says. Here’s how he puts it: 


“Research will be undertaken only in areas in 
which needs are not likely to be met by the inde- 
pendent efforts of manufacturers. 


BATTELLE’S DAVE LOCKLIN: 


Fuel Oil 


“Activities will be carried to the point of dem- 
onstrating principles, but not to the point of provid- 
ing final equipment design. We do not now envision 
placing hardware design contracts with manufac- 
turers or developers. The program is intended to 
supplement—not replace—efforts of equipment 
manufacturers. 

“Research will not come up with a burner to end 
all burners, a burner designed, standardized, and 
promoted by API. A mistaken impression in some 
quarters led to this belief. 

“The research program is not a crash program. 
It is a program to build for the future through con- 
tinuing research. We must remember the techno- 
logies of gas and electric heating are not standing 
still. Their research will not stop. Because of this, 
we cannot be complacent and aim at a stationary 
target.” 


Keeping Manufacturers Posted 

With research going only as far as demonstrating 
principles, manufacturers will be encouraged to 
complete the development of final details. This 
means they will receive full information on what’s 
happening. “To achieve the ultimate results,” Min- 
ner says, “we must communicate with them.” 

Here are the two ways this will be done: 

e Updating by annual supplements the guide to 
pertinent literature (API Publication No. 1537) 
issued last year to manufacturers and researchers. 

e Making reports on research-project results 
generally available, with publication announced to 
manufacturers. 

So that manufacturers and others interested in 
the research program can get a better idea of what’s 
going on and where they fit in, the fuel-oil commit- 
tee is scheduling a meeting in Chicago in mid- 
March for these groups. 

Manufacturers can count on getting all the tech- 
nical assistance they need on an impartial basis, 
Minner explains. “We wish to stimulate competi- 
tion among many approaches.” 

But no strong-arm methods will be used to get 
manufacturers interested in research results. “It is 
only natural,” Minner says, “that the manufacturer 
who demonstrates an interest and who participates 
in the technical discussions will derive more benefit 
than does the manufacturer who ignores this pro- 
gram.” * 


‘An effective, reliable, and low-cost vaporizer for 
No. 2 oil would permit the development of greatly 


simplified oil burners.’ 


SHELL'S J. L. MINNER: 


‘Research will NOT come up with a burner to end 
all burners, a burner designed, standardized, and 


promoted by API.’ 
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“FRAME-KONTACT” 
SINGLE POST 


“FRAME-KONTACT” a “~ TWO-POST, AUTO 
TWO-POST ». 











For three out of four service jobs, you have to get under a cer. That means 
using a Hoist . . . getting the car up so that vital underside parts are 
visible and accessible. For safety’s sake and trouble free driving, a car 
should be checked . . . periodically . . . from below! 

For service profits, a car should be raised on a Globe FS-10 (single post) 
or FS-27 (2-post) ‘“‘Frame-Kontact’’ Hoist. These Hoists have superiorities 
unmatched by present-day lifts . . . easy swiveling arms. . . long-sleeved 
pick-up pads that reach to any chassis support area . . . full rotating, 
3-position pads that will handle any car or any make or model. 

For complete data on Globe ‘‘Frame-Kontact”’ Hoists, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, Philadelphia 18, Penna. 


FOUR-POST 
ELECTRIC, 
AUTO 
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How to Answer Your Telephone 


Your phone is your link 
with customers, and 
should be answered 
correctly. Here's how 


OUR PHONE mirrors your busi- 
ness. It reflects how well or how 
poorly your business is run. 

An estimated 97% -99% of accounts 
do business with a jobber over the 
phone. Therefore a well-handled tele- 
phone is a vital link in your customer 
relations. 

In many cases, jobbers don’t realize 
how badly their telephone contacts are 
falling down. A group of New Eng- 
land heating-oil men were convinced 
of this by Dorothy Crosby, representa- 
tive of New England Telephone and 
Telegraph Co. 


What's Wrong? 


“In preparing to talk to you,” Miss 
Crosby said at a lunch recess of an 
all-day management clinic, “I decided 
to make some calls to see how you 
and the people you employ answer 
the phone. 

“We think the phone should be 
answered before the second ring. In 
making my 25 calls to your offices I 
waited an average of 42 seconds be- 
fore someone answered.” 

Other complaints: 

e She was left holding the phone 
for a long period with no explanation. 

e She heard comments about her 
call by employes who thought they 
weren’t being heard. 

e She was greeted very informally 
(“Look, honey. . . .” in one case). 

e When she couldn’t get the in- 
formation she wanted, no one sug- 
gested looking it up and calling her 
back later. 

She advised jobbers to call their 
own Offices to get an idea how some 
employes answered these important 
calls. “You'll learn a lot,” she said. 

Another bit of advice: “If courtesy 
on the phone doesn’t start at the top, 
it won’t come up from the bottom.” 


What's the Cure? 


The following rules, Miss Crosby 
says, will help you upgrade your tele- 
phone techniques: 

1. Get all employes in the act. 

2. Don’t overload the switchboard 
girl with other work. She’s your com- 
pany’s hostess and should welcome ac- 
counts in a pleasant manner. 





Telephone Technique 


1. Call your own office and ask for 
a specific piece of information. 


2. Score one point against your firm 
for each of these shortcomings: 


[_] You get no answer by the second ring. 


[_] You're left holding the phone without 
an explanation. 


[_] You overhear office chatter. 
[_] You're treated informally or brusquely. 


[_] You don’t get 100%, cooperation in getting 
the information you're seeking. 


. If your score is over 2, your firm's 
telephone technique is poor; under 2, 
it still needs attention. 


ll ac) Rate Your Company’s 








3. Answer calls promptly, before 
the second ring. 

4. Identify yourself instead of say- 
ing “hello.” 

5. Transfer calls properly. Jiggle 
the button slowly twice, then pause. 
Constant jiggling doesn’t speed up the 
transfer. 

6. Keep pad and pencil handy to 
jot down data received in a call. 

7. Let the switchboard know when 
you are leaving your office and where 
you expect to be so calls can be routed 
to you promptly. 

8. Place and receive your own calls 
to save time and confusion. 

9. List frequently called numbers, 
and keep the list handy. 

10. Don’t say, “Who’s calling?” A 
better approach is, ‘‘May I tell him 
who is calling?” 

11. Don’t let callers hang on too 
long without an explanation. If you 
have to leave the line, explain what 
you are doing. If you can’t give them 
the information they want, tell them 
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you'll call back in a certain time, and 
make sure you do. 

12. End calls courteously. Don't 
slam down the receiver. Wait for the 
caller to hang up first. 


How to Put it Over 


Many jobbers have already had 
phone company representatives come 
to their offices to explain the proper 
techniques. This is a service the phone 
companies are glad to provide at no 
cost. 

Proper phone techniques can be 
taught to your employes in any of the 
following ways: 

e By example, recording your own 
staff's handling of calls, then playing 
them back and illustrating a better 
way to do it. 

e By illustrated talks, with the 
phone company representative talking 
to groups of 15 at a time. 

e By sound films, showing how a 
typical office handles calls on a be- 
fore-and-after basis. 





og 


GAS 26,000,000 


ELECTRIC 13,000,000 


$18,200 


$28,565 


How much 


annual cost, ¥ 
uding other 


more expensive 
the other fuels 
folacwmialelammeyi| 


$18,520? 13.3% 


$28,565 74.7% 


*Electric heat requires half as much Btu input as oil and gas mainly because heating units are installed in each room. This eliminates heat-transmission 
loss from plant to room (see story for details). 4 Includes maintenance, electricity cost, tank amortization. ? Includes maintenance, electricity cost. 


How fo Sell Oil Heat to Schools 


You can't beat oil heat for schools and many commercial-industrial 


buildings. All you have to do is make the right case. Here’s how 


EATING-OIL jobbers competing with other 
fuels in the school-heating market can beef 
up their sales pitch by picking up pointers from 
A. J. Becker, St. Louis heating-oil jobber and chair- 
man of American Petroleum Institute’s fuel-oil 
committee. 
. Becker spelled out the case for oil heat in a 
talk at the annual meeting of the Assn. of School 
Business Officials of the U. S. and Canada. 
Becker’s points are tailored to the school market, 
but many apply with equal force to other com- 
mercial-industrial markets. 


What to Take Into Account 

In comparing the heating costs of different fuels, 
Becker says, consider the following factors: 

e Efficiency of operation. In other words, the 
percentage of available heat units (Btu’s) purchased 
that are actually released as heat in the building. 

e Initial cost of a Btu of heating value. 

e@ Maintenance charges. 

e Cost of electricity for running burner motors 
and pumps. 

e Amortization of oil-storage tank. 


Rating Fuel Efficiency 


“Oil must be rated for at least equivalent effi- 


ciencies with other natural fuels,” says Becker. “A 
combustion efficiency of 75% is conservative.” 
Becker then subtracts 10% of that for loss in trans- 
mission (7.5% ). Over-all efficiency is then 67.5%. 
The same goes for gas. 

Becker gives electric heat 100% efficiency, as- 
suming that direct resistance-heating units are in- 
stalled. “It could be argued,” he says, “that 100% 
efficiency is never realized.” 

But using electric heat involves extra expense, 
Becker contends. “Because of the extremely high 
cost of a unit of electric heat,” he says, “it is im- 
perative that the building so heated have maximum 
insulation, including double-pane windows. Actual 
experience has indicated that it may require as 
much as 33.3% more heat output from other fuels 
to make up for this special and more expensive 
insulation needed for electric heat.” 


This means that for a million Btu output from 
oil and gas, about 750,000 Btu’s will be required 
from electric heat. “Operating at a net efficiency of 
67.5% for oil and gas,” Becker continues, “it 
would require 1,481,481 Btu input to produce 
1,000,000 Btu output” (heat delivered to the 
rooms). For electric heat, assuming 100% efficiency, 
750,000 Btu input would be 750,000 Btu output. 


This relationship of about 1,500,000 Btu input 
for oil and gas and 750,000 Btu input for elec- 
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tricity is important. It’s a ratio of 2 to 1. It means 
that figuring comparative costs of the three fuels, 
you price twice as much Btu input for oil and gas 
as you do for electricity. How this works is shown 
in the following examples. 


How to Figure Unit-Cost 


Tables 1, 2, and 3 show how fuel costs compare, 
using 1,000,000 Btu input for oil and gas against 
500,000 Btu input (to keep the 2-to-1 ratio) for 
electric heat. 

Consider a school that needs 26-billion Btu in- 
put from gas and oil, and therefore 13-billion Btu 
input (the 2-to-1 ratio again) from electricity. As- 
sume fuel cost at 9¢ a gal. for No. 4 oil, gas at 
7¢ a therm, and electricity at 1.5¢ per kwhr. Read- 
ing from Tables 1, 2, and 3, here’s how the fuel 
costs stack up: 

Oil: $15,810.60 ($.6081 > 26,000). 

Gas: $18,200 $.70 « 26,000). 

Electric heat: $28,565 ($2.1975 13,000). 


Other Costs to Bring In 


Labor—None of the fully automatic fuels re- 
quire labor, Becker says. 

Maintenance—Time required for men already on 
school payroll to operate either gas or oil equip- 
ment, Becker says, is too minor to evaluate. “Ten 
to 20 minutes a day would be liberal.” 

Specialized service for the heating season and 
summer checkup and lube work for both gas and 
oil would cost between $35 and $50 on a service 
policy basis. Becker figures. 

You have replacement costs with all fuels. Gas 
and oil have refractories, electric controls, and 
motors, but these are a “relatively small item,” 
Becker says. Electric heat also needs replacements. 
“If you assume there will never be repairs or re- 


Fuel Oil 


Table 1: Oil Unit Cost 

tas ee —_ Ne. 6 

No. 5 olf oil 
$.3378 $.3333 
4054 .4000 
4730 4667 
5405 .5333 

6081 — 

.6757 oo 

.7432 a 


Table 2: Gas Unit Cost 
(per 1,000,000 Btu's input) 





Price per 
(100,000 Btu’s) 
$.04 $.40 
OS 50 
.06 60 
07 .70 
-08 .80 
.09 .90 
10 1.00 


Table 3: Electric Heat Unit Cost 
(per 500,000 Btu's input)* 





Price per kwhr. 
(3,413 Btu's per kw) a 
$.005 $.7325 
01 1.4650 
O15 2.1975 
.02 2.9300 
.025 3.6625 
.03 4.3950 
* i i if 
Btn apot to ay nS a Th 5 4 j Soa o 


electric heat's greater operating efficiency, and (2) fuel savings 
made possible by required maximum insulation. 





placements on electric-heat installations, you are 
not being realistic,” Becker maintains. 

Electrical Energy Costs—The electric demand 
of a 300-hp boiler (gas or oil) is 9 kw for gas and 
11 kw for oil, Becker points out. For smaller 
units, demand would be less. To operate a 300-hp 
boiler for 2,000 hours, with electricity at 1.5¢ per 
kwhr., gas would cost $270 a year additional, oil 
$330 additional. (Continued) 





How an Engineer Looks at Electric Heat 


KENNETH W. WILSON, chief of electrical and 
mechanical engineering division for a firm of archi- 
tects and engineers in Eau Claire, Wis., active in 
the field of school design, has some definite ideas 
about electrically heated schools that oil men 
might find revealing and useful. His opinions were 
carried in an article in Construction Specifier 
(Sept. 60), a magazine issued by Construction 
Specification Institute, Washington, D. C. 

Here, briefly, are some of Wilson’s thoughts on 
the subject: 

@ Electric heat in some cases can be overpro- 
moted, with proponents using comparative cost 
figures full of holes. 

e@ Electric-heat installations can add to school 
construction costs. This is contrary to electric heat’s 
claims that costs will be lower. 
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@ Utilities can and often do subsidize part of 
the cost of installing special gear needed to make 
electric heat operative. 

e@ The amount of special gear needed, plus its 
cost to the school board if there isn’t any subsidy, 
plus the cost of giving it room shouldn’t be over- 
looked in making building-cost comparisons with 
other fuels. 

e@ True electric-heat fuel cost should include 
not just the base kwhr rate for power but also any 
special demand charges. Such charges can add 
quite a bit to the total fuel bill. 


e If all facts are considered, it’s hard to see 
how electric heat can make much of an impact 
now in the school field. But it’s likely to be an 
entirely different story in the years ahead. 





Amortizing the Oil-Storage Tank—“There is no 
substantiation of the claim that it costs less to build 
an electrically heated school than a gas- or oil- 
heated structure, except for the oil-storage tank,” 
Becker maintains. 


“There is a tendency,” Becker charges, “for in- 
terested salesmen to forget the necessary increase 
in insulating cost for electric heat and compare 
only the bid for the installation of the conventional 
heating plant with the bid for electric-heat equip- 
ment. The real answer is to design the school both 
ways and actually obtain bids for each.” 

Becker figures a large storage tank would cost 
about $2,500. Amortized over 25 years at 4%, 
it runs $152 a year. 


How Total Costs Compare 


To oil heat’s fuel cost of $15,810.60, Becker 
adds: 
Maintenance cost 


Electric energy cost bassin Vs ce 330.00 
Tank amortization .. Teer - 152.00 


Total Cost $16,342.60 
To the gas fuel cost of $18,200, Becker would 
add: 


Maintenance cost site Se $50 
Electrical energy cost ....... piece 270 


Total cost $18,520 
Electric heat’s cost ($28,565) is unchanged. 
Figured Becker’s way, oil is the most economical 

fuel. Gas is 13.3% more expensive, electric heat 
74.7% more expensive. 

Becker’s tables can be used in another way: to 
find the price at which gas and electricity become 
competitive with oil. Example: With No. 4 or No. 
5 oil at 7¢ gal., oil runs 47.3¢ per 1-million Btu 
input. That figure falls about half way between 40¢ 
and 50¢ in the gas table (Table 2), which means, 
reading in the first column, that gas would have 
to run about 4.5¢ a therm to be competitive with 
oil. 

With No. 4 or No. 5 oil at 11¢ gal., oil runs 
74.3¢ per 1-million Btu input (Table 1). This 
figure compares roughly with 73.25¢ in Table 3, 
which means, reading in the first column, that to 
be competitive with oil, electric heat must sell 
down around 0.5¢ per kilowatt hour. 


Features for Fuel-Oil Men 


Chicago’s Newest Oil-Heat Installation 
Warm-Climate Water Heater Coming? . 
Are You Giving Equipment, Services Away? 
‘One-Roof’ Organization: Progress Report ... 
Editorial: ‘Critical Time, the Right Man’ . 
What the New Import Rules Mean 

Burner Research: What’s Next? 

How’s Your Telephone Technique? .... 
How to Sell Oil Heat to Schools ....... 
How Unmanned Bulk Plants Work 

Sure Way to Get Fast Pumping 

How Distillate Supply-Demand Shapes Up 
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Fuel Oil 








Memos for Fuel-Oil Men. . . 





®Oil-Heat Institute of Oregon is 
issuing Oil-Industry Technical Facts 
monthly. The new service is de- 
signed to keep the architect and 
heating engineer up-to-date on tech- 
nical data about heating fuels, heat- 
ing equipment, and the installation 
requirements for heating equip- 


bed . 
4¢’ To heot your home 
4 Without o core 
*, Order your Heating Oil * 
“se. From Sinclair! ; 


~ 
. { 
. 
- 
‘ 


- 
\ 


Sinclour) 
\ , 4 / 


>This envelop stuffer went out 
with gasoline statements to Sinclair 
credit-card holders. On the reverse 
side the stuffer says, “There IS a 
Big Difference in Heating Oil,” and 
features Sinclair’s patent for an 
antirust, anticorrosion additive. 


>In a few months, say oil-heat 
equipment makers, new Standards 
will permit certain types of burners 
to use low-cost prefab vents instead 
of all-masonry chimneys. The vent 
will not be the Type-B vent used 
by gas; it will be smaller and prob- 
ably made of stainless steel. Use of 
this vent will be limited to burners 
that do not depend on natural 
draft, that is burners with pres- 
surized flues. Equipment makers 
are now using the words “power 
venting” instead of “pressurized 
flues.” 


Here are four new chapters of 
Oil-Heat Institute’s distribution di- 
vision: Mercer County Petroleum 
Distributors Assn., Mercer, Pa.; 
Center Oil Dealers Inc., Snow Shoe, 
Pa.: Western Pennsylvania Oil Heat 
Assn., Pittsburgh; Chatham County 
Fuel Oil Distributors Assn., Savan- 


>A simple device used by two 
Champlin Oil consignees in Ne- 
braska assures farm accounts clean 
product even though the nozzle is 
dragged on the ground, often 
through mud and snow. The nozzle 
is threaded, and capped with a 
standard fitting available at any 
plumbing supply store. The device 
is used by Ewald Moehnert and 
Don Huddle, partners of North 
Side Oil Co., Madison, Neb. 
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Time was when women didn’t wear Bermuda 
shorts, or patronize service stations. But customs 
— and customers — change. Today more than 

a third of the cars which pull up to the nation’s 


pump islands are driven by women. 


Do your islands enjoy their full share of feminine 
patronage? If they don’t, consider the degree 

of your islands’ eye-appeal. Then consider how 
those islands would be enhanced by new 
Gilbarco ‘“‘44” pumps, shining in enamel 


and stainless steel. 


Built to look well, to wear well, to sell as well as 
to serve, new Gilbarco ‘‘44's”’ are a station 
investment that will pay high dividends 


for years to come. 


Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
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At Crumlin Airport, London, Ontario... 


GORMAN-RUPP PUMP 


handles the fueling job for Imperial Oil 


The photograph above shows a 
Gorman-Rupp Type “‘O” centrifugal 
‘ pump used by Imperial Oil, Ltd. in 
its aviation fueling installation at 
the London, Ontario airport to pump 
jet fuel from underground tanks 
directly into the aircraft. Back of 
it, one of the airplanes served by 
Imperial Oil, a Viscount from the fleet 
of Trans-Canada Air Lines, largest 
air carrier in the Dominion, 
In the smaller photograph at the 
right, you see the same pump closer 
up. Note its clean lines and the long, 


pumps favorites in the handling of 
aviation, commercial gasoline and 
heating fuels all over the world. 

Other features: self-priming . . . no 
check valve . . . only one moving 
part . . . straight-in suction to the 
eye of the impeller, giving maximum 
priming lift. They all add up to high 
pumping efficiency and long, depend- 
able service, with the least possible 
maintenance and downtime for re- 
pairs. e See your Gorman-Rupp dis- 
tributor, or write us direct. 





THE GORMAN- RUPP COMPANY 


305 Bowman Street, Mansfield, Ohio 


GORMAN-RUPP OF CANADA LTD. 


St. Thomas, Ontario 


_sturdy pedestal bearing between 
pump and motor. That’s an indica- 
tion of the simple, foolproof design 
and rugged, heavy-duty construction 
which have made Gorman-Rupp 
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Bulk Plants and Terminals 





How Unmanned Terminals Work 


gee PEARCE, Oil jobber in Seattle, Wash., 
sells most of his 10-million annual retail- 
wholesale heating-oil gallonage through two inland 
terminals that cost him little or nothing in operat- 
ing overhead. He uses the honor system with his 
wholesale accounts, letting them serve themselves 
on a 24-hour basis. Result: Pearce figures he’s 
saving at least $12,000 a year in payroll costs. 


Pearce started wholesaling in 1952 at a manned 
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plant in Ballard. In 1956 he opened a self-service 
plant at Lake City. Seeing how much it could cut 
overhead, Pearce changed his Ballard plant to the 
unmanned operation two years later. 

Without the self-service honor system. Pearce 
says each terminal would require (1) a loader at 
about $400 per month or $4,800 a year, and (2) 
a part-time billing clerk at about $100 per month 
or $1,200 a year. Even so, the terminals would be 








Bulk Plants and Terminals 





(Begins on page 103) 


open only one shift, unless Pearce wanted to add 
loaders for the other two shifts. Keeping both ter- 
minals open and manned around the clock would 
increase his costs way over the $12,000 mark. 


How the Honor System Works 


Pearce has 10 accounts and about 35 drivers 
pulling product from the two terminals many times 
a day, including drivers from his own retail opera- 
tion, Pearce-White Oil Co. Here’s what drivers do: 

e Unlock the pump. Each driver receives from 
Pearce Burner Oil Co., the terminal company, a key 
container and a key to the pump lock. Pearce ad- 
vises drivers to keep the pump key with the truck 
ignition key. That way drivers are not apt to leave 
the plant with the pumping running. They have to 
pull the key and container from the pump lock if 
they want to drive their trucks. 

e Clear meter and insert loading ticket. At 
each plant, Pearce has a supply of four-copy load- 
ing tickets handy on a desk-like shelf at one end 
of the rack. 

e Complete the ticket. After the truck is load- 
ed, drivers write their names and truck number on 
the ticket, keep one copy for themselves to turn 
in at their office, and deposit the other three 
copies in a box at the rack. 

e Shut off the pump motor by removing the 
key. 

Pearce picks up his copies of tickets daily dur- 
ing the heating season and once a week at other 
times. He and his wife handle the billing at the 
Ballard plant office. The Lake City plant has no 
office, only storage and a rack. 

Jobbers using either terminal are billed once a 
month. Along with a statement, they get a copy of 
each loading ticket their drivers signed. They can 
match these copies with the ones turned in by 
their drivers. 

Does the honor system work? “I haven’t lost a 
gallon since I started,” Pearce says. Drivers could 
get away with product if they wanted to, he admits. 
There’s nothing to prevent them from putting some 
product in their trucks before they put a loading 
ticket in the meter. 

Just to be on the safe side, Pearce checks meters 
and tickets daily during peak periods. There have 
‘been times when a few drivers have loaded up 
without putting tickets in the meter, but Pearce is 
sure it was just forgetfulness. There have been er- 
rors on tickets too, but Pearce calls these honest 
mistakes and does not interpret them as a break- 
down of the honor system. 


What Terminals Are Like 


-Pearce’s accounts like using the inland terminals 
because they save time. The Ballard plant is about 
seven miles from a marine terminal most would 
normally use. The Lake City plant saves a 12-mile 
round trip for accounts who would otherwise go to 
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taht 
Jobber Pearce figures his two terminals would cost $6,000 
each to man, and wouldn’t be open around the clock 


Ballard, and saves an even longer trip for accounts 
who would otherwise go to the marine terminal. 

Trucks can get in and out of either plant in 
about 10 minutes. Since both plants are unmanned, 
drivers have no one to chew the fat with. Both 
plants are open around the clock, illuminated at 
night to prevent vandalism. 


Design of both plants is simple. Each has an 
island-type rack with two arms, one for stove oil, 
one for furnace oil. 


Loading speeds at Ballard are 365 gpm through 
4x3 Marlow centrifugals powered by 10-hp Gen- 
eral Electric motors. At Lake City, trucks load at 
300 gpm through 4x3 Granco centrifugals also 
powered by 10-hp GE units. 

Storage at Ballard is 36,000 gal. of furnace oil 
and 24,000 gal. of stove oil in 12,000-gal. tanks. 
Suction lines from all tanks are 3-in. in diameter 
to the manifold, 4-in. from there to the pumps, 
Discharge lines are 3-in. connected to 3-in. Oilco 
loading arms. Rockwell 3-in. meters are used on 
both lines. 

Lake City’s storage is 20,000 gal. each of stove 
and furnace oils. Lines are the same as at Ballard, 
but the meters are 3-in. Brodie units. 


What's Coming? 


Pearce likes the idea of wholesaling through 
self-service, honor-system terminals so much that 
he’s thinking about a third. The new one would 
be in the southern end of the city (the other two 
are in the opposite direction). 

The self-service feature will be retained at the 
new plant, but Pearce thinks meters will be of the 
stack type. At his present plants, all drivers have 
the same keys for the furnace or stove oil pumps. 
At the new plant, each driver will have a different 
key and will be assigned to use a specific counter 
that only this key can turn on or turn off. s 
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See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NEOnNw FPROYDUCTsS 
INCORPORATED 
® Zima 4, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


We operate .................. service stations. 
Please have a Signvertising Engineer call. 


Company 


Address 





Lubrication 





first and only 


controlled output =. model of Humble’s new bulk-grease truck. It carries about 31,500 Ib. ee 


ame\ FOLLOWER PLATE 


ti * li ht 
i ing Ig GASOLINE MOTOR FOR 
DRIVING HYDRAULIC PUMP t 


COMPRESSED 

AIR FOR 
PIG 

CANISTER CHASING 


“el CANISTER CANISTER 


new inside and out! 


DISCHARGE 
NOZZLE 


DEALER 


PATENT PENDING 


Only the completely new HT-800 
Timing Light has a voltage match- 
ing switch that locks out the ‘‘wrong”’ 
voltage. Nothing burns out! The 
bright light through the optically 
ground lens flashes only when the 
battery voltage and switch position 
match—and it is equally as brilliant 
on 6 or 12 volt systems. 


For twice the normal service life, 
the HT-800 also boasts an exclusive 
under-load circuit. For safety, it has 
a tough, high-impact plastic case 
that is electrically non-conductive... 
easy to keep clean and new-looking. 
It’s your best buy for long-time, 
trouble-free service—backed by a 
one-year guarantee. Ask your jobber. 


See us at the 1.A.S.1. Show, booths 2364-65. 


lead Equipment 


THE BINGHAM-HERBRAND CORPORATION 
FREMONT, OHIO 
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; temperature 
| Loading and unloading is done through 
| the bottom of the canisters. 


LINE TO PLANT STORAGE TANK 


Humble Grease Truck for Bulk Delivery 


ing, unloading are done from bottom. Each canister holds about 10,500 Ib. 


How New Grease Truck Works 


Humble’s three-compartment carrier is the 


second bulk-grease truck in recent months 


A SECOND oil company is now offer- 


ing customers bulk delivery of grease 
| in a specially built truck. Last spring 


Cities Service came out with a grease 


| truck for bulk deliveries (NPN—May 


60, p119), and now Humble has one. 
Humble’s new bulk grease carrier 


| has a semitrailer body which carries 
| three grease compartments or canisters, 


each with about 10,500-lb. capacity. 


| Three types of grease can be shipped 
| at a time without intermixing. 


There is resin-type insulation on 


| the outside of the canisters. The grease 


is loaded hot, and no problems of 
drop are anticipated. 


A conical “follower plate” in each 
canister moves down on a guide pole 


| in the center of the canister as the 


grease is emptied. Synthetic rubber 
seals prevent leakage of grease around 
the plate’s outer rim or at its center 
around the guide pole. The plate— 


| wipes the canister walls clean. When 
| the canister is empty, the plate rests 


in the conical bottom of the canister. 


| To maintain purity of the grease and 


assure full delivery, the canisters are 


completely emptied at each unloading. 

A gasoline engine powers a hydrau- 
lic pump (both mounted at the front 
of the semitrailer body), and _ this 
pump provides the power for the 
individual motors and pumps for each 
of the canisters. A full canister can be 
unloaded in about 26 minutes. 

The grease plant uses its own pumps 
for loading. The truck’s pumps were 
not designed to be reversed to handle 
loading as well as unloading. 

Humble’s new grease truck will 
operate mainly out of the company’s 
Pittsburgh grease plant. Some deliv- 
eries may also be made from the 
Baltimore refinery. 

The full range of greases the truck 
will be able to handle isn’t known 
yet; however, semiplastic greases, such 
as the grease used in pressure guns, 
are considered the most likely types. 

Bulk delivery of grease has a num- 
ber of customer advantages, Humble 
says, including lower cost, less conta- 
mination, saving of floor space, and 
eliminating the handling of drums. 

The new grease carrier was built by 
Columbia Steel Tank Co., Kansas 
City, Mo. 
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Here is a pump designed to attract 

a customer attention day or night. 

h the ne Only 51 in. high, internally lighted, 

Sea wit Ww finished with liberal use of chrome 
and stainless, it is one of the best- 

looking dispensing units ever made. 


7 The distinguishing feature of the 

ayne eries new Wayne 440 is its indirect in- 
ternal lighting. Behind the bezel 

above each dial face is a 24-inch 





GALLONS 


ao 
CENTS PER GALLON 


fluorescent tube. These lamps 
bathe the dial faces in a clear white 
light to provide more illumination 
than any other pump on the market. 


This pump draws business. Its 
clean, compact design implies an 
efficient, modern station. Lighted, 
it provides the kind of visibility 
that makes a psychological appeal 
to the motorist at night. 


Other features? Wide, easy-to- 
read dial faces. Full 13 ft. of usable 
hose. Nozzle readily accessible 
from either side of the pump. Semi- 
automatic reset to prevent acci- 
dental erasure of the previous sale. 
Special clutch mechanism to pre- 
vent computer damage. 


In addition, the main panels are 
easily removed for fast servicing. 





And the stainless steel top, side 
and scuff panels eliminate chipping. 


The new Wayne 440 Series is avail- 
able as a single outlet, 2-outlet 
single-product, or 2-outlet 2-prod- 
uct pump in either suction or re- 
mote types. For more information 
on the Wayne 440—and how it can 
help you build gallonage—write The 
Wayne Pump Co., Salisbury, Md. 





Behind the panels...reliable Wayne componentry 


Special safety clutch on reset 
linkage prevents computer 
damage—only Wayne has it. 
No matter how strong the operator, 
he can’t damage the computer or 
shaft by trying to turn the pump to 
automatic position without first re- 
setting it. The special clutch slips if 
a load greater than what is needed 
is applied to the external contro! 
handie—prevents twisted shafts, 
keeps control elements from being 
thrown out of phase. 








Simplified computer design. 
Wayne service-proved M-56 Com- 
puter features large, easy-to-read 
0.0 numerals; semiautomatic reset 
TOTAL SALE conveniently located on hose side 
of pump; glass enclosed totalizers 
GALLONS to preciude failures due to dirt. 
. Manufactured under a strict quality- 

control system, the M-56 has 200 
fewer parts than its predecessor, 
assuring long, trouble-free opera- 
tion with a minimum of maintenance. 


Corrosion resistant micro-ac- 
curate meter. Exclusive Wayne 
2PM-3 Two-Piston Meter provides 
a smoothness of operation un- 
known in other designs. Perfectly 
accurate even at very slow rates of 
flow. Adjustment—seldom neces- 
sary—precision made merely by 
turning a knob. All materials se- 
lected for extreme corrosion resist- 
ance. In a recent test a standard 
2PM-3 meter accurately measured 
3,000,000 gallons of a salt water 
and gasoline mixture without sign 
of corrosion damage. 





Continuous-duty solo pump- 
ing unit. Completely self-con- 
tained. Pump, motor, strainers, by- 
pass valve, air eliminator, check 
and pressure relief valve, and floats 
housed in one aluminum casting to 
save space, eliminate piping, in- 
crease hydraulic efficiency. Gas- 
oline-cooled motor provides true 
continuous-duty pumping under all 
operating conditions—at no extra 
cost. Most reliable, most easily 
maintained unit ever built into an 
island pump. 


For complete data on the new Wayne 440 Series Pump, write to THE WAYNE PUMP COMPANY, Division of 
SYMINGTON WAYNE CORPORATION, Salisbury, Md.» WAYNE PUMP CANADA, LTD., Toronto, Ontario. 


WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





Research 


Profile of the Woman Driver 


Women spend a lot at stations, but do they make up their own 
minds about where to go and what to buy? Here’s what Ethyl says 





HOW MANY WOMEN DRIVERS MAKE BUYING DECISIONS 


Awe: Ey 5 
Sometimes SG 30° 
Never GR 14% 


WHEN THEY DECIDE, HERE'S WHAT THEY DECIDE ON 


Woshing cor TS 44°/, 
Service stotion i 33°, 
Brond a 25°, 
Lubricotion NS 23°/, 
Grode CN 22° 
Oil change GN 21° 
Minor repairs 21° 
New battery Samy 18° 
New tires HB 17% 


HERE’S HOW WOMEN DRIVERS SELECT A STATION 
At Home 
Station locction NS 48°, 
Station personne] IR 38°, 
Service NE 36°, 
Husband's choice MEM 17°% 
Brond ER 17% 
Price HD 11% 
Credit cord HM 10% 
Stamps, Premiums Ml 8°% 
Clean restrooms MH 5% 
Minor repairs 5% 
Dealer charge account Hi 4% 


On a Trip 


Cleon restrooms TS 62°, 
Easy to drive into TS 58°, 
Clean, well-kept NS 49°/, 
Carries usual brond I 46°, 
Modern, well-equipped NINES 36°, 
Credit cord CS 26°/, 
Carries familiar brand GR 23°, 
Dining facilities nearby SN 19°, 
Least expensive brand H5% 
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H° IMPORTANT is the woman driver? This is 
the question behind Ethyl Corp.’s newest 
study, “Women on Wheels.” Some of the findings: 

e Women still generally defer to the men in 
selecting brand and station. Of the women drivers 
interviewed, 56% had no say in the decision; 30% 
sometimes have partial say. 

e The 14% of the women drivers who do de- 
cide brand and station are intensely loyal and 
demand more service. 

e In the canvass, 28% of the women ques- 
tioned said they had access to a car but did not 
drive. This offers a challenge to oil marketers. 

e@ Women drivers tend to be on higher social 
and economic levels than nondrivers. There are 
more and more younger women driving, a factor 
which prompts Ethyl to predict they will become 
an increasingly important factor within 10 years. 

Ethyl undertook the study to test claims that 
women drivers were becoming more important to 
oil marketers. Most majors are showing an in- 
creasing interest in the feminine trade. Phillips, 
for example, has colored its stations to draw women 
drivers, has set up intensive training programs to 
teach dealers how to handle women customers. 
Both Standard of Indiana and DX Sunray aimed 
heavy ad campaigns at women last year. Esso is 
now making a strong pitch for the ladies. 

How important are women? “As decision mak- 
ers,” says Ethyl’s Russ Weston, director of adver- 
tising and sales promotion, “our survey shows 
their status has not greatly changed over the past 
15 years. The volume of petroleum products they 
purchase is not evidence of influence. It’s like 
sending a kid to the store for cigarettes. The kid 
doesn’t decide what, where, or when.” 

The answers of the 1,900 women interviewed 
show that when they do make decisions, it’s more 
likely to be concerned with the external appear- 
ance of the car. 

What’s the average woman driver like? Ethyl 
says she drives less than her husband, but still aver- 
ages 150-399 miles a month. 

She buys gasoline usually once a week. About 
62% ask for a fillup, and 65% pay cash for their 
purchases. 

Nine out of 10 use the car for pleasure driving, 
a third of them at least once a week. Three out of 
four use the same service station, and eight out 
of 10 are brand loyal. They remain loyal on trips. 

The survey, says Ethyl, represents the first study 
of its kind. As such it will serve as a base of com- 
parison for later surveys. We 





PUROLATORS 


Features this SYLVANIA © 
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Jewel-like in appearance 

... yet packed with power—this 

$34.95 Sylvania model 4 P19 American-made 

radio costs dealers nothing when they buy 
the 1961 Purolator Bonanza deal. 
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Here’s all your dealers do to get this 
$3425 transistor radio at no extra cost! 


V Get the Purolator Bonanza assortment 
of 27 fast-moving filters for $49.95.* 


V Included right in the same package is their 
$34.95* Sylvania radio (and an Eveready 
transistor battery for immediate play). 


PUROLATOR’S NEW ( LISTEN TO THE MAN..! PROMOTION WILL 
MAKE 1961 YOUR BEST YEAR IN FILTER SALES. 








-- for details, Turn to Pages 38, 39. 


*Suggested Prices 


FC FASE RT I OO Os Be EE AERIS OE SE 


nd “Purolator” Reg. U. S. Pat. Off. 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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NEW POWER AND DURABILITY 
WITH PROVEN 332 HEAVY DUTY V-8 


Ford’s 750 Series tilt-cab and conventional 
models provide the versatility, payloads, haul- 
ing power and economy to make them excep- 
tional city delivery and shuttle tractors. New 
power and chassis improvements make possible 
a big increase in maximum GCW .. . from 
42,000 lb. to 50,000 Ib. 


The improved 200-hp 332 Heavy Duty V-8 
is now standard for greater performance, proven 
durability and low operating costs. Stress- 
relieved cylinder heads, 4-ring aluminum alloy 
pistons, sodium-cooled exhaust valves and 
tungsten-cobalt alloy exhaust valve seat inserts 
are typical of the heavy-duty features to be 
found on this engine for greater durability. 

Ford F-Series models now have a 102-inch 
bumper-to-back-of-cab dimension, with front 
axle set only 28 inches from bumper. This 
permits longer trailers within given over-all 











length and bigger payloads—especially in 
“‘bridge formula’ states. The new independent 
mounting system for cab and radiator sepa- 
rates both from adjacent sheet metal assem- 
blies for greater durability. And radius rod-leaf 
type rear springs provide better axle alignment 
and longer spring life. The electrical wiring 
system has been improved for greater relia- 
bility. Chassis wiring is fastened within the 
frame web, away from mud, ice and snow. 

Ford C-Series tilt-cab design distributes more 
weight to the set-back front axle to increase 
payloads as much as 1,000 pounds. And fine 
maneuverability makes these units popular for 
congested traffic city runs. 


These units add greater flexibility to your 
operation because they can “‘pinch-hit”’ as line- 
haul tractors with their new maximum GCW 
of 50,000 Ib. 
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Ford’s exclusive “lock-seam” radiator construction doubles the 
solder area at key seams for greatly increased strength and longer 
radiator life. 


42% heavier-gauge sheet metal in fenders, hood, cab floor pan 
and toeboard gives greater strength and durability. Heavier-gauge 
metal on radiator tanks and header provides more strength, greater 
resistance to vibration, jolts and corrosion. 


Independent radiator mountings, separate from front end sheet 
metal, mean that road shocks and shakes are not transmitted to the 
radiator through sheet metal. Tanks, tubes and connections last longer, 
require less maintenance. 


“Horse collar” mounting, seated on resilient rubber at the center of 
frame cross member, soaks up any frame flexing . . . cuts wear and 
tear on entire cooling system. 


Fender mountings, independent of both cab and radiator, eliminate 
stress transfers for greatly increased fender life. And only 8 bolts per 
fender allow easy removal for rapid service accessibility to engine area. 


SAVE WITH 
NEW 3-POINT CAB MOUNTING 
Two outboard front mounts plus a 
centered “‘twin’”’ rear mount provide a 
triangular system that holds the cab 
stationary while allowing the frame to 
move independently. This reduces 
strains for greater cab durability. 


FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” PROVES IT FOR SURE... 
FORD DIVISION, Sond Melor Company, 


SAVE WITH PRINTED 

ELECTRICAL CIRCUITS 
Ford’s printed wiring circuit is stand- 
ard on all Tilt Cab models. This system, 
designed for long life, eliminates the 
“under dash” tangle of wires, mini- 
mizes shorts and is color-coded to 
provide for easier repairs. 
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SAVE WITH 
NEW ACCESSIBILITY 
New Parallel Action wipers clear a 
bigger windshield area. And convenient 
access panels to the wiper motors cut 
service time and expense. These de- 
pendable wipers are available on all 


Tilt Cab models. 
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Private-brander Norman McGee started out with an idea . . 


And a muddy field in Savannah. He wound up with .. . 


25-Million Gallons in 10 Years 


That's the achievement of Norman McGee, who started jobbing in 1950. 
He made it by moving fast, staying aggressive—and thinking big 


74 HE INDEPENDENT marketer’s big weapon 
is his ability to move fast. 
-“When a major-brand field man sees a good 
station site, he has to go through all the red tape 
of several offices to get action. When an inde- 
pendent marketer sees an opportunity, he consults 
only himself, and acts immediately if necessary.” 

That’s the viewpoint of one of the Southeast’s 
most prominent private-branders, Norman A. Mc- 
Gee—a man who has proved the dollar value of 
the independent marketer’s versatility. 

In 1952, McGee stood in a muddy field near 
Savannah, Ga., with a blueprint in one pocket and 
a land-lease in the other. In just eight years McGee 
turned that blueprint into $3-million worth of fa- 
cilities. And in those eight years McGee’s private- 
brander versatility changed product emphasis from 
aviation gasoline to wholesale-account gasoline 
marketing, and then to station-level marketing of 
his own brand of gasoline and oil. 

McGee has also mastered the art of sideline 
money-making. His contracts for chemical, non- 
motor oil and insecticide storage have put the 
ice cream on the pie. 


How McGee Got Started 


McGee started planning his oil-marketing ven- 
ture in 1948. In the following two years he suc- 


By B. E. BARNES 
Southeast Editor 


cessfully sold stock, negotiated a loan, secured a 
good plant site, and negotiated a supply contract 
with Eastern States Petroleum and Chemical Cor- 
poration, Houston. 

McGee had to have his plant ready by July, 
1950, to keep his supply contract. Building plans 
were progressing well until the Korean war put a 
freeze on nonessential steel deliveries. When Mc- 
Gee saw he couldn’t get the steel in time to keep 
his supply contract, he looked around for other 
prospects. 

The war had hurt his building plans, but it 
hadn’t slowed activities at the Southeast’s many Air 
Force bases. McGee wrote the Armed Services 
Petroleum Purchasing Agency on possibilities of 
his handling avgas. The government needed the 
storage, and quickly, so McGee landed a priority 
permit for steel delivery, plus a minimum put- 
through storage contract on 460,000 bbl. of avgas 
with a guarantee of three turnovers per year. 

The annually negotiable contract called for 
McGee to ship by common carrier to Air Force 
bases in Georgia, Florida, North Carolina, and 
South Carolina. At the height of his avgas activity, 
McGee was shipping products to a total of 26 
military installations. 

In 1952 the government asked him to build an 
additional 460,000 bbl. capacity to furnish avgas 
to the Navy. Ten new tanks for this additional ca- 
pacity gave McGee a total of 19 tanks—all under 
contract for military supply. But McGee knew 
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‘The largest deepwater terminal in the Southeast’—far cry from a muddy field. All but three tanks shown are McGee's 


that this government business wasn’t the most solid 
deal in the world because it was annually negoti- 
able, and because avgas consumption usually falls 
off after the shooting stops. McGee was hoping 
he could work out of government contracts and 
into the oil-marketing game. 


Breaking Into the Open Market 


McGee said, “When the Korean war ended, I 
was itching to get some tanks out of government 
service so that Southland could get into the open 
market. We waited until 1955, but the government 
still didn’t release any of its storage. So we added 
160,000 bbl. to our capacity by building three new 
tunks—for gasoline, kerosine, and fuel oil.” 

After getting a new supply contract with Eastern 
States Petroleum and Chemical Corp., McGee made 
his dive into the tough Southeastern market. 

“Our product that first year went to independent 
chains and jobbers in transport quantity only. Cus- 
tomers either picked up from us, or we shipped 
to them by common carrier (mostly truck). At the 
end of the first year we had 80 customers on the 
books, most of them from Georgia and South Caro- 
lina. We covered the eastern third of Georgia, and 
southeastern South Carolina except for Charleston.” 

Southland’s volume the first year was 18-million 
—60% gasoline, 40% kerosine and diesel. 

That was better than McGee had expected. “In 
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late *56,” says McGee, “we had to add 80,000 
gal. storage to maintain a balance of stocks. We 
did this by building one tank, and juggling some 
of the government storage.” 


Birth of a Private-Brander 

While steel tanks were abuilding on the South- 
land lot in Savannah, something else was abuilding 
in McGee’s mind—a plan for cracking the retail 
market. 

“In late 56 we started working with an ad agency 
on a trade mark, and a retail advertising cam- 
paign. We built our first station in Savannah that 
year, and posted our first SOC brand sign. 

“The following year we went out after customers 
among unbranded marketers. We offered them a 
good product, a brand and a complete promotion 
program including TV, radio, billboards, and point- 
of-sale aids.” 

McGee’s_ kickoff advertising program was a 
Frank Leahy football forecast program, which tied 
in with a weekly pick-the-winner contest. Customers 
picked up the forecast sheets at SOC stations. Those 
who made best forecasts won free SOC gasoline. 

By the end of 1957, the first year of hard SOC- 
brand promotion, McGee had 50 stations selling 
under the SOC sign. Southland Oil Co. owned less 
than a half-dozen of these. 

The first 50 SOC stations stretched in a widely 
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Southiand Uil went into retail marketing in 1956, serves 129 ‘SOC’ stations today. Jobber McGee thinks future looks great 


(Begins on page 116) 

scattered pattern as far as 180 miles inland. In 
late °57 Southland started serving some of its 
stations with its own transportation. McGee says 
he bought his first transport because, “I wanted to 
go into motor-oil marketing under the SOC brand, 
but common carrier transports couldn’t carry pack- 
age goods. So I bought this transport, with com- 
partments underneath the tank to carry up to 40 
cases of motor oil.” 


The SOC-brand oil is canned in Savannah at an 
independent cannery. Premium oil comes from Elk 
Refining Co., Charleston, W. Va. McGee buys his 
regular oil on spot bulk purchase from several 
companies. The same year he started selling SOC- 
brand motor oil, McGee got a 29-county franchise 
for Pennzoil. Today he also handles Quaker State, 
Havoline, and RPM. 


In its first year of motor-oil marketing, South- 
land grossed $45,000 on lube products alone. That 
same year (1957) McGee built a 6,000-sq.-ft. ware- 
house for handling motor oils. 


Why SOC Has Its Own Credit Card 


McGee came out of 1958 with a total 70 SOC- 
brand stations, and a new merchandising feature 
—credit cards. Not many independents would dare 
tackle the credit-card problem, but McGee issued 
1,000 SOC cards in 1959. 


Why the credit-card plunge? McGee says, “We 
started out on a big volume of open-market busi- 
ness. But that became so competitive we just had 
to get into the business of supplying stations. 

“As our wholesale volume dropped, we re- 
placed it with station gallonage. But now the com- 
petition for the station gallonage is getting tough. 
Part of our answer is credit cards. 

“There’s a tremendous amount of gallonage that’s 
not available to an independent unless he has a 
credit system. A lot of this gallonage I’m talking 
about is fleet sales. 

“I know a credit system is expensive. But the 
business we do on cards is paying for itself and 
leaving room for profit.’ 


One reason why credit cards make sense in 
McGee’s operation is the ease with which credit 
records are handled by his IBM machine. McGee 
says, “The credit-card business gave our book 
work just the extra volume we needed to make an 
IBM system worthwhile.” (The leased IBM also 
handles wholesale accounts and tax reports, plus 
incidental accounting chores.) 


McGee’s credit-card system, unlike some inde- 
pendent credit systems, does not allow charging 
from major-brand credit cards. McGee says, “We 
are studying the systems that allow stations to 
honor major-brand cards. But we haven’t yet de- 
cided that we want to take the gamble.” 
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DOUCT OF SOUTHLAND OL CORP 


Making Money from ‘Misfortune’ 

The 1,000 SOC credit cards in motorists’ wal- 
lets are just one phase of McGee’s profit-making 
strategy. He has many times turned a buck from 
what might seem to be misfortune. One instance 
was his 1951 success in landing the government 
contract after he had lost his original supply 
contract. 

A more recent example of McGee’s rolling with 
a punch happened last year when an entire SAC 
wing moved from Savannah’s Hunter Air Force 
Base and the government handed 545,000 bbl. of 
storage back to McGee. This emptied the nine tanks 
that McGee wanted in 1955 but couldn’t get. 

But the tanks didn’t rust inside. McGee beat 
the bushes around Savannah’s industry, and filled 
all nine tanks with locally used or produced sup- 
plies—turpentine for a local paper mill, pinene for 
a naval stores’ manufacturer, and fatty acids for 
a paint manufacturer. 


A Look at Southland’s Plant 


Less than half of the tanks at Southland’s main 
depot contain oil and gasoline. Of a total 32 tanks, 
10 contain petrochemicals (stored on contract with 
Signal Oil and Gas, Los Angeles; shipments are 
from Houston). 

Eight tanks are used for chemicals, or as spares. 
Fourteen tanks contain the open-market petroleum 
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‘Crosstown bulk plant’ saves trips in fuel-oil season. 
Picture window by meters lets dispatcher see all loading 


products that Southland sells under the SOC brand. 

Southland’s 25-acre main depot at Savannah 
boasts a capacity of 1,235,000 bbl., which South- 
land claims makes it “the largest deepwater ter- 
minal in the Southeast.” 

Other equipment at the main plant includes a 
fleet of four transports, and three lube-oil delivery 
trucks. 

Southland’s main-plant loading facilities feature 
a 24-station tank-car loading rack, and a four- 
station truck-loading rack. Both of these loading 
areas are for gasoline and oil. A 10-station rack 
near the petrochemical tanks handles the non- 
petroleum products. 


Southland’s package goods are stored in a 6,000- 
sq.-ft. warehouse. Office space, recently remodeled 
and doubled in size, totals 3,000 sq. ft. 

The 25-acre, main-plant area is leased from the 
Georgia Ports Authority on a 99-year agreement. 

Other Southland assets include a facility McGee 
calls a “crosstown bulk plant.” The main plant is 
several miles from Savannah, so McGee has set 
up a two-tank, 50,000-gal. plant near uptown 
Savannah. This plant, with its two truck-loading 
stations, saves many miles of truck-hauling during 
the fuel-oil sales season. 

Southland also has a bulk plant in Augusta, Ga., 
with four tanks, giving 40,000 gal. storage, plus a 
warehouse for tires and lube oils. (Continued ) 
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Southland Oil’s extensive loading facilities include this 24-station tank-car rack on perimeter of plant... 


(Begins on page 116) 

With these service facilities, and a smart com- 
bination of buying and selling techniques, McGee 
expects to sell a total 25-million gallons of petro- 
leum products this fiscal year (ending June 30), 
with a ratio of 70% gasoline and 30% fuel oils. 
He grossed $125,000 in 1960 on lube oils. 


How the SOC Chain Operates 


SOC products are sold through 129 stations. 
Southland owns 22 of these stations outright, has 
first mortgages on 60, and has rent-purchase agree- 
ments, or conditional-sale equipment contracts with 
most of the remaining outlets. 

Every advertising campaign adds strength to the 
SOC brand. Last year McGee ran a baseball pro- 
motion that tied in the TV program, “Home Run 
Derby” (seen in both Savannah and Augusta), with 
a station-premium program. Each 10-gal. purchase 
of SOC gasoline got the customer a coupon. Three 
coupons could be traded in for a baseball cap 
with a big SOC emblem on it (see cover). 

Six coupons got the customer a baseball. And 
cight coupons got a baseball bat. McGee says he 
gets 95% station participation in such promotions. 

McGee’s annual budget for advertising and pro- 
motion is based on an average of 1% of the pre- 
vious year’s gross sales. 

This 1% of sales is split 25% for service-station 


identification, 25% for station-opening, and gen- 
eral promotion programs, 25% for TV advertis- 
ing, and 25% for highway billboard advertising. 

Says McGee, “Our advertising program is not 
based upon our competition, but upon our own 
ability to advertise. We think increased volume 
through SOC-branded outlets reflects the success 
of our advertising.” 


What Changes McGee Sees Coming 


Southland’s future is centered on a continued 
strengthening of the SOC brand. McGee says his 
marketing techniques will be kept flexible. 

McGee says, “I see a definite trend toward 
larger and fewer stations. This interstate highway 
program is going to allow intelligent planning where 
such planning was never before possible. 

“When the new stations are built, they will rep- 
resent a combined investment that is today spent 
on four or five small stations. The one outlet will 
do much more gallonage per dollar invested, and 
per overhead dollar, than the four or five stations 
would have done. 

“These new opportunities are ready-made for 
the independent marketer. With his direct-control 
management, the independent can lead the way 
to profitable operations with these new, well- 
organized marketing methods.” « 

(For profile on McGee, see page 164) 
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Ten-station rack for nonpetroleum products, near petrochemical tanks (background) 
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Light hose is easy to handle, 
speeds fuel oil deliveries 


HAT B.F.Goodrich hose is 20% 
Tiighter, much more flexible than 
other tank truck hose of the same size 
and specifications. It’s a 3” hose, but 
the driver made the connection with 
no strain. Even in the 4” size, this hose 
is so easy to handle and carry that one 
man can unload it, hook it up and 
reload it on the truck without help. 
And by using a larger size hose, a truck 
can make faster deliveries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich hose is made possible 
by the use of high tensile nylon cord in 
the reinforcement. This adds strength 
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without extra weight, makes the hose 
so flexible it can take a sharp U-turn— 
even an O-bend—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There’s no danger of swelling or flaking 
even when (as shown in picture above) 
hose is carrying No. 6 fuel oil that’s 
heated to 100°F. The thick tough cover 
is built for rough use, too. Dragging it 
over concrete or gravel won't harm it. 
Letting it stand in gasoline, oil or grease 
won't damage it. 

This new B.F.Goodrich hose is known 
as Type 82-A—an improved hose that’s 


easier to handle, can make faster de- 
liveries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell you 
more about it, or write BF.Goodvich 
Industrial Products Company, Dept. M-959, 
Akron 18, Ohio. 


B.EGoodrich 


FUEL OIL HOSE 
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See how to increase your service sales... 
write for free Bulletin 169-L today! 
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The ultimate in style and efficiency. Whiteway's new wafer thin, taper line Cobra. 





In addition to its beautiful design Cobra has these plus features: 


‘ p , REGIONAL OFFICES 
|. First fixture available with 3, 4 and 5 power groove lamps. CINCINNATI, OHIO, BRAMBLE 1-270 


: z | DENVER, COLO., TABOR 5- 
FE ; ° nderwriter's requirements. | ' w yen 
2. First fixture to operate 50°% cooler than Underwriter's req MIAMI, FLA., PLAZA 4-2172 


MT. LAKES, N.J., DEERFIELD 4.2566 
3. Completely adjustable bracket. CHARLOTTE, N.C., JACKSON 3-7137 
LOS ANGELES, CALIF., LUDLOW 8-128} 


AREA OFFICES 
CHICAGO, ILL., HARRISON 7-2718 
TULSA, OKLA., LUTHER 5-5955 


PT ° P P + $4 . ROY 
H k's neous ds / By : iti lly a Wh, f 4 ra EN AL OAK, MICH., LINCOLN 6-9762 


4. Greatest amount of light output from 3, 4 and 5 lamp fixtures. 





CLEVELAND, OHIO, MAIN 1-715! 


2g omen, 


WHITEWAY MFG. CO. © 1736 DREMAN AVE. ° CINCINNATI 23, OHIO © With Distributors in Every Major City 
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By DONALD MacDONALD 


Detroit hits Commerce 
Dept.’s auto forecasts 
... Ford's ‘Canadian X’ 


DETROIT automakers have taken 
sharp exception to a recent Commerce 
Dept. forecast that 1961 auto pro- 
duction may drop 13.4% to a lack- 
luster total of 5.8-million units. 

George Romney, president of Amer- 
ican Motors, pins the label “conver- 
cession” on such statements—a word 
he coined to indicate negative talk 
that brings on economic showdowns. 

Commerce backs up its pessimism 
by citing (1) dealer stocks that con- 
tinue to hover around 1-million and 
(2) an expected increase in unemploy- 
ment in other basic industries. The 
agency figures that because of the high 
level of dealer stocks, no provision will 
be made in 1961 scheduling to build 
up inventories. 

Automen argue there’s nothing 
wrong with the near-record fall sales 
of most makes. Thanks to continuing 
market health, Dodge, Cadillac, Ram- 
bler, and Chevrolet posted all-time 
sales records last year—and it was the 
1961 models that put them over the 
top. 

What interests the oil marketer— 
if Commerce proves right—is that ’61 
sales could still total 6.3-million 
domestic autos even if inventory were 
whittled back to the more usual 700,- 
000-unit level. Add 400,000 imports 
and the figure climbs to respectability. 


>The compact car may cost state and 
federal tax agencies a half-billion dol- 
lars by 1964. 

Assuming state and federal gasoline 
aren’t changed, the American Petro- 
leum Institute estimates reduced gas- 
oline consumption resulting from com- 
pacts will account for $548-million tax 
loss. 

The federal government would lose 
$217-million and the states the rest. 


> Back in the 20s, bootleggers used to 
drive rum-laden cars across the frozen 
Detroit River in the dark of night 
between wet Windsor, Ont., and thirst- 
ing Detroit. Occasionally, because of 
treacherous currents, car and load 
would plunge through to the bottom. 
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One such derelict, a 1923 Hudson, 
was recently recovered. Continental 
Motors, maker of its engine, boasts 
that all that was needed to restart it 
was one new spark plug, coil, and wir- 
ing harness. Isn’t some of the credit 
due to lubrication? 


> Ford is converting its Cleveland 
No. 1 engine plant for production of 
a 200-cu.-in. V-8 engine to be used 
in an entirely new °62 model car 
coded “Canadian X.” 

It will fall between the Falcon and 
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the standard Ford in size and price. 
Another version, called “Canadian Y,” 
will fit between the Comet and Mer- 
cury. 

The engine will be of conventional 
cast-iron construction with liquid cool- 
ing and overhead valves. The car it- 
self, about the size of a 1951 Ford, 
will stress simplicity of design. The 
windshield, for example, will be prac- 
tically uncurved, and single headlights 
will be used. Of unitized construction, 
the car will weigh about 3,000 lb. and 
be finless. 


NEW ECONOMY 
IN 
BARGE 
UNLOADING 


Left: American Oil Company installation of 6” Wheaton Unloading As- 
sembly at its new Jefferson City, Md., barge terminal. Right: Assembly 
lowered to barge for unloading operation. Tubes have 43-foot reaches. 


This new Wheaton Unloader 
does a fast, safe, one-man job 


Barge unloading is a simpler, faster and safer job with this new Wheaton 6—8” 


Rigid Barge Unloading Assembly. 


Only one man is required to operate the equipment, as compared with 
several men needed to handle hose. And the safety factor is improved by the 
elimination of hoisting hoses, derricks, and costly stairs. 

The assembly consists of horizontal and vertical base swing joints, made of 
high-pressure flame-hardened steel, with dual ball bearing raceways and en- 
larged packing chamber; two long, rigid, aluminum tubes supported by double 
plane aluminum swing joints, which provides complete flexibility for connection 


to the barge manifold. 


Available in 6” and 8” sizes. Write today for further information. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and @hemical Industries. 


Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany ¢ Lijungmans, Malmo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 
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Why Oil Marketers Need TBA 


A major-company vice president explains why dealers need the extra 
profits from TBA, and how oil companies should help them get it 
from the 10-million customers on their driveways every day 


\ ITH THE CURRENT WEAKNESS in 
petroleum prices, dealers and 
oil companies need the extra profits 
TBA products bring, says J. L. Lenker, 
vice president of Gulf Oil Corp. 

Speaking before the annual Oil 
Industry TBA convention in St. Louis 
in December, Lenker said, “These 
products are not only profitable in 
themselves but also help to bring in 
new customers, help keep present 
ones, and enable us to increase our 
sales of gasoline.” 

Lenker attributed the squeeze on 
retail prices and dealer profits to the 
oil industry’s excess crude supply, re- 
fining capacity, and transportation 
facilities. But while this is a problem, 
it’s also an opportunity, he said. 


How to Help the Dealer 


To increase dealers’ share of the 
profitable TBA market, said Lenker, 
you have to give the dealers some- 
thing more than just quality products. 
You must also give your dealers: 

e Prompt service. 

« A competitive price structure. 

e Sound merchandising programs. 

e Up-to-date and complete speci- 
fications on replacement parts. 

e Timely information on service 
and installation techniques. 

Lenker said that in many cases 
prompt service to dealers means 
sharpening up inventory control sys- 
tems and streamlining warehousing 
and delivery arrangements. “In par- 
ticular,” he said, “dealers need sincere 
and honest advice as to just how 
much stock they should carry.” 

Credit in several forms can also 
help dealers do more TBA business, 
Lenker said. “Most oil companies 
provide for dealer loans and financing 
of inventories. In that way they help 
the dealer carry peak-season inven- 
tories without drawing on the dealer’s 
own capital. 

“And there is always the important 
retail credit program. It is a fact that 
motorists and truckers will buy more 
TBA products if ways are found to 
finance their purchases.” 

‘ Service to dealers should go be- 
yond inventory and credit assistance, 
Lenker feels. “We should assist in 
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Lenker: Something more is needed 


setting station sales goals and com- 
modity ratios. And we are in the 
best position to furnish him with 
standards and norms in expense and 
profit-margin ratios.” 

Performance yardsticks should be 
included as a part of merchandising 
assistance, Lenker believes. “We all 
know the importance of realistic goals 
in the selling process,” he said. “Every 
dealer should have, for example, a 
table showing him what average dol- 
lar-volume of TBA he should sell 
for every thousand gallons of gasoline 
pumped. 

“All these facets of our service to 
the dealer will pay dividends that can 
never be obtained by ‘loading’ tactics,” 
he declared. 


How to Look at Price 


“In its true context, price of TBA 
products on dealers’ shelves and racks 
incorporates many values not avail- 
able through other TBA outlets,” he 
pointed out. In addition to the basic 
quality of the tires, batteries, and 
accessories, for example, their true 
value includes availability of dealer 
service at night, on Sundays and holi- 
days. 

“The dealer should stress these ad- 
vantages to his customers. He should 
also stress the convenience of pickup 
and delivery, of expert installation, 
of convenient credit arrangements, 


and reliable product warranties. 

“It is part of our job to keep the 
dealer continuously aware of his com- 
petitive advantages.” 


How Important Training Is 


No dealer cares to admit that he 
needs training, says Lenker, nor does 
he want to believe that his employes 
are improperly trained. 

“We at Gulf have recognized this 
difficulty, and I believe we have re- 
moved some of the stigma by operat- 
ing our dealer training schools under 
the designation of ‘Dealer Develop- 
ment Program.’ But the essential func- 
tion of that program is to train our 
dealers to increase their profits by 
increased sales of merchandise and 
service.” 

The term “dealer training” may 
have an unpopular sound, says Lenker, 
but the training, whatever you call 
it, “is absolutely necessary if dealers 
are to give the kind of service that 
inspires customer confidence.” 


What’s the TBA Potential? 


Lenker reminded his listeners that 
service-station operators throughout 
the country are exposed to some 10- 
million customer contacts daily. He 
was quoting, he said, from a state- 
ment made by M. J. Rathbone, Jersey 
Standard board chairman, in a speech 
to the marketing division of the Amer- 
ican Petroleum Institute in Cleveland 
last May. 

In terms of tires, those 10-million 
customers represent 40-million tire 
contacts, Lenker asserted. Each one 
is a possible sale for some dealer. 

Dealers can and should cash in on 
those 40-million contacts, said Lenker, 
and not let them go through their 
stations to buy tires elsewhere. 

There’s an ample market for TBA 
products, he pointed out. “So long as 
automobiles continue to need new 
plugs, points, condensers, radiator 
caps, air filters, oil filters, and shock 
absorbers, the need for regular main- 
tenance and inspection will not 
change,” Lenker said, “and TBA items 
will continue to be a necessary part 
of the service motorists will require.” 

& 
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Sidelights of the St. Louis TBA Convention 


Midwesterners at the convention are (left to right) W. J. Harris, Champlin, Tony Davis, Arkansas Fuel (left), and “© zs 
Oklahoma City; Leonard F. Cowden, Consumers Cooperative Assn., J. Thieken, Sohio (right), congratulate = 
Kansas City Mo.; George Olson, Phillips Petroleum, Bartlesville, Okla. new chairman R. D. Park, Sun Oil. 


I) 


Lifetime member Rube Carpenter (center), formerly Precountdown huddle: (left to right) Leo Spanuello, Pure Oil Co.; chairman 
of Standard (Ky.), enjoys reunion with Gale Kahn- Jim Dornoff, Pate Oil Co.; speaker J. A. MclIlnay, Electric Storage Battery 
weiler, Conoco (left), and Ervin McConaghey, Atlantic Co.; stage manager Larry Sherwood, Calvin Co. 


No. 720 
Counter-Balanced unit 


Light 7) Sowice ‘ | for easy fast service in 


OP one ASSES 


FOR LOADING BULK LIQUIDS 


YOU CAN NOW AFFORD TO DISCARD YOUR MAKE- 
SHIFT LOADING DEVICES. INSTALL ONE OF THESE 
LONG-LIVED, TOP QUALITY, COMPLETE ASSEM- 
BLIES, DESIGNED TO KEEP LOADING COSTS 
DOWN, DELIVERIES HIGH. 


I AS L 
Nos. 720 and 721, high quality Loading Assemblies | entteteteiens 


for small -bulk plant operations having gravity flow 
or pressure up to 30 psi on 2” size, and up to 25 psi 
on 3” size. ¢ 
‘etme For bulk plants where 


OPW cORPORATION on calae & 


2735 Colerain Ave., Cincinnati 25, 0. + Phone Kirby 1-5400 hanger when not in 
VALVES ¢ FITTINGS « ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS use, 
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GAS PUMPING PROBLEM, 


SOLVES IT 


Need greater flexibility in your multi-pump 
service stations to allow for change and 
growth? RAM permits maximum flexibility 
in multi-island layout, with minimum initial 
installation cost. One unit operates as many 
as eight dispensers simultaneously, with flow 
as fast as a car tank can take it. 


Have to lick rising maintenance costs? On 
the rare occasion that the RAM system 
needs attention, Bennett’s extractable head 
and instant electrical disconnect permits the 
‘ entire below-surface system to be lifted out 
as a complete unit in minutes. You get 
Bennett durability all the way. 


Troubled by vapor lock from new fuels, 
altitude, temperature, high lifts, or long 
pipes? Submerged in the storage tank, RAM 
pumping units keep the system under pres- 
sure. There’s no chance of vapor lock, even 
with most highly volatile fuels available 
now or in the future. 


RAM submerged pumps have greater 
capacity at the dispenser nozzle than any 
similar unit 

Two sizes for all needs: Ys horsepower 
4-stage RAM for top performance from up 
to three dispensers on one pumping unit. 
% horsepower 4-stage RAM exceeds gal- 
lonage requirements for busiest super ser- 
vice station. With automatic nozzles operat- 
ing simultaneously, delivers enough fuel for 
eight cars. 


For Matched-Flow performance, Bennett rec- 
ommends its 2000 Series dispensers with exclu- 
sive friction-free all-metal “fuel-proof” meter. 





TBA 
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By FRANK C. STURTEVANT 


How Skelly’s new deal 
works...Why not offer 
inspection services? 


SKELLY OIL has now made it of- 
ficial that its new commission plan of 
TBA marketing includes a contract 
with Goodyear as well as with B. F. 
Goodrich. 

The probability of a deal with 
Goodyear was widely rumored ever 
since last fall when Skelly first an- 
nounced the discontinuance of its 
purchase-and-resale program in favor 
of a BFG commission plan. 

No division of territory between 
the rubber companies is indicated. 
Instead Skelly emphasizes to its deal- 
ers and jobbers that either franchise 
is available throughout Skelly’s 16- 
state area. 


>The trend to combination or pack- 
age offers to promote more snow-tire 
sales turns up some _ ingenious 
schemes. Earlier this season an East- 
ern tire dealer wrapped up a list of 
goods and services with the price of 
two snow tires. Along with each pair 
of tires the customer gets free: two 
gal. of Dupont Zerex antifreeze; tire 
balancing; tire rotation; and inspec- 
tion of tires, battery, and brakes. 

Each free service is assigned a 
definite value ranging from $1 for 
testing the battery to $7 for wheel 
balancing. 

Sales promotion with package deals 
like this isn’t used much in the oil 
industry. The few attempts to popu- 
larize them haven’t met with much 
success. 

And yet the daily activities in any 
service station produce a score of op- 
portunities for inspection services. 
Some are performed offhand without 
mention and without thought of mak- 
ing a charge. Others are neglected 
either because the customer didn’t 
ask for them or because there isn’t 
time, or just because it isn’t the cus- 
tom. 

All that represents a lot of good 
promotion material going to waste. 
The reason it’s good material is that 
to the car owner, even simple, minor 
inspections are appreciated. In fact 
he might even be induced to pay a 
small price for them, if not as a 
separate service, then in combination 
with other things. 


NATIONAL PETROLEUM NEWS ° February, 1961 

















P-100 
Dep 
0 onvenie 0 ave e O on oO e anada 0 e a a g Co 
et connections and 0 0 ets. A erna e anada d., Bo 0 elp Ontario 
OUR & + 3 TANK TRUCK METERS 


- apa + p another fine product by & 
ava OD 


ROCKWELL 








Equipment 


@ A heating-oil jobber put the responsibility jointly on 
tank-truck builder and equipment supplier to work out 
a guaranteed 120-gpm system. Here's what he got 


How to Get Faster Pumping— 


O NE way to get a guaranteed 120-gpm pump- 
ing rate is to put the responsibility jointly on 
the tank-truck builder and the equipment sup- 
plier. That’s what Howard and Richard McDowell 
did when they bought a new 2,400-gal. Ford 
truck for their family business, Oil Heat Service 
Inc., of Westfield, N.J. 

They got what they asked for and something 
extra. Output of the new truck is well above the 
specified minimum of 120 gpm. In fact, it’s been 
clocked at flow rates nearer 140 gpm. The results 
are described by Howard McDowell: 

e “Our present three-truck fleet, including two 
1,500-gal. units which also have stepped-up flow 
rates, handles a volume that would have required 
four trucks pumping at the old rates.” 

@ “Average daily total of deliveries has in- 
creased from 5,000 gal. per day to around 7,000. 

e “Last season was the first we ever went 

through without driver overtime.” 


What the Jobbers Bought 


The McDowells made their deal with Larry 
Youngman of Amco Corp. and Bernard Plungis 
of Edgar Road Tanks Works, both of Linden, N.J. 
The unit they came up with cost about $16,000. 

The two firms chose all components of the pump- 
ing system to fit together into one integrated, high- 
output system. This is the equipment: 

The pumping source is a Marlow 2C2G centrif- 
ugal truck pump with a 2%-in. inlet and a 2-in. 
outlet. The truck engine drives the pump through 
a Spicer 1-to-1 power takeoff at an input speed 
of 900 rpm. An external pressure-relief valve has 
been added to the pump although the manufac- 
turer does not believe it’s necessary. 

The meter is a 2-in Liquid Controls model 
M-7-N, with a presetting device that closes in two 
stages. The meter was selected for its high pres- 
sure rating (150 psi) and low pressure drop (5 lb. 
loss at 100 gpm). 

An Ardmore 2-in. model 314-3 hose reel has 


a 1%-in outlet to a 125-ft. section of National 
soft-wall 142-in. hose. The hose outlet is fitted 
with 1%-in. Buckeye No. 125, hydraulically 
balanced, slow-closing nozzle. A well-designed pip- 
ing layout is as important as anything else in main- 
taining a high flow rate. For this purpose the truck- 
tank builder installed 3-in. welded steel tubing, 
free of fittings and with as few curves as possible. 


How Pressure Is Controlled 


The most troublesome byproduct of the modern 
trend to fast fuel-oil delivery is the pressure build- 
up within the pumping system. The pump, meter, 
and nozzle on this truck are all designed to dis- 
sipate pressure shock, but it’s also desirable to cut 
pumping speed before the nozzle opens or closes. 

Otherwise pressure in the hose will make it too 
stiff for easy handling, the hose will tend to expand 
and stretch; and abrasion is much more severe 
when a hard hose is dragged over a rough surface. 

To control pumping speed, Edgar Road Tank 
Works installed a device of its own design that 
automatically speeds or slows the engine as the 
nozzle is opened or closed. The device senses 
mechanically any change in stream velocity and in 
turn communicates an impulse to an air-actuated 
throttle control. 

Test runs were made after installation to adjust 
the speed-control setting. The best maximum, or 
open-nozzle, speed was found to be between 900 
and 1,000 rpm. 


Two other steps were taken by the truck-tank 
builder to help speed up deliveries: 

Inside the single-compartment tank an antivortex 
baffle was installed above the emergency valve to 
cut down on air drawn into the discharge stream. 

Outside the tank a small control panel was in- 
stalled at the top of the cabinet opening. On this 
panel are mounted the button for the electric hose- 
reel rewind and two Schrader air valves, one to 
actuate the clutch and the other the power takeoff. 


It’s a time-and-motion saver for the truck operator. 
& 
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Handy panel controls hose rewind, clutch, power takeoff; saves time, motion 
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To provide least possible resistance to 
product flow, 3-in. steel piping has 
welded joints, no fittings, few curves 
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ONE YEAR MAINTENANCE COST: Only $.65 per $1000 invested 


a : 


It Pays to Depend on Submersible RED JACKET 7 
Pumping Experts for the Best in m3 
Remote Petroleum Pumps 


AS 


When maintenance expense is kept as low as this, pe- 
1959 MAINTENANCE RECORD troleum marketing profits are bigger. This company 
enjoyed even further maintenance savings because the 
ie all ee vibration-free Red Jacket “Extracta”’ Pumps didn’t 
=m disturb the sensitive dispenser metering and com- 
© paar age: 2 years — else . 
sae Performance like this can be expected of Red Jacket 
cuigliditessemmeianmniiaes submersible petroleum pumps. Over ten years experi- 
a ence in designing and manufacturing water well and 
OSE ae any aE SEP petroleum submersible pumps is combined with the 
“Company name on request specialized problems of petroleum marketing to pro- 
duce the proper pumping efficiency with low cost, 
mg ee ee ete trouble-free operation. Pumps are also available with 
like to know that these same units inlet fitted for floating suction service. There’s a size 
can pump many petro-chemical for every marketing need, too. Seven sizes from 4 to 
solvents from underground tanks. 5 hp will provide pumping capacities to 250 gpm, 
heads to 125 feet. For complete details about Red 
Jacket submersible petroleum pumps, contact your 
nearest Red Jacket representative. 


For one Company* 





Contact your nearest RED JACKET REPRESENTATIVE for complete information 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 


Chicago 31, Ill., E. L. “Al” Marshall, 6695 N. Northwest Highway «+ Dallas 31, Texas, R. M. ‘Mac’ Crowder, 6811 Colfax Drive « 
Detroit 27, Mich., Robert B. Cox, 12133 Coyle Ave. * Hamilton Ohio, C. E. ‘Red’’ Weaver, 4223 Cincinnati-Brookville Road 
* Indianapolis 5, Ind., Gardner Udell, 3820 College Avenue + Kansas City, Mo., R. L. Faubion, Sr., 2525 S. W. Boulevard + 
Los Angeles, Calif., A. R. Sedgebeer, 2707 So. Hill Street * Minneapolis, Minn., E. ‘Al’ Zahl, 1516 So. 5th Street * New 
Orleans 17, La., Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294 + New York 36, N. Y., Henry D. Fairlie, 15 West 44th 
Street «+ Phoenix, Ariz., Lee Vaughan, 3111 N. 34th Place ¢ Pittsburgh 32, Penn., John F. Young, 235-37 Spahr Street «+ 
Portland, Ore., George Mathews, 325 N. E. 20th Avenue « San Francisco 3, Calif., R. E. Sanderson, 221 11th Street «* Seattle, 
Wash., Tom Baumgartner, 2927 First Avenue * Spokane, Wash., Don Buster, North 210 Helena Street 








WHAT’S 
NEW 
IN 
EQUIPMENT 





Centri-prime motorpump 


. is said to combine the lifting ability 
of a self-primer with the high efficiency 
of a standard centrifugal. Built-in positive 
displacement-type priming unit will prime 
under lifts up to 19 ft. total head. Once 
liquid reaches the standard impeller, the 
centrifugal pump takes over. Jngersoll- 
Rand Co., Commercial Pump Dept, 11 
Broadway, New York 4, N.Y. 


Diesel tractors 


. . . are included for the first time in 
Ford’s 1961 line of 100 heavy-duty 
truck models. In states with 50-ft. length 
limit, new H-series tractors are said to be 
well-suited for pulling trailer combina- 
tions up to 40 ft. long. Tractors also have 
an optimum 28-in. front-axle setting suit- 
ed for the 36 states where capacity is 
based on distance between front and 
rear-most axle. Ford Div., Ford Motor 
Co., PO Box 608, Dearborn, Mich. 


Reusable coupling 


. . . for petroleum hose features fast in- 
stallation and strong holding power. Only 
equipment needed is a small vise. Cou- 
pling is locked in place by means of a 
roll pin, said to hold the coupling in 
place as well as a permanent coupling. 
Gates Rubber Co., 999 S. Broadway, 
Denver 17, Colo. 


Additives 


. Paradyne HO-10 and HO-20 lower 
pour point of heating oil so refiners can 
use high-pour stocks and free low-pour 
stocks for other fuels. Additives are said 
to end cold-weather operating troubles. 
Enjay Chemical Co., 15 W. 51st St., New 
York, N.Y. 


Relief vent 


. has a vacuum-relief disc set to open 
at 1 oz., while pressure-relief disc may 
be set to relieve pressures of 2, 4, 6, or 
8 ozs. Emergency venting is also provid- 
ed by a fusible-metal joint between the 
pressure-relief stem and disc. A_self- 
closing gage hatch provides an opening 
for measuring product level. OPW Corp., 
2735 Colerain Ave, Cincinnati 25, Ohio. 


Truck hose 


. Is a combination pressure and suc- 
tion hose. Manufacturer claims new 
braid wire-braid construction gives a 
constant burst pressure that is main- 
tained under any bending radius. Also 
said to resist splitting and cracking under 
severe wear. Gates Rubber Co., 999 S. 
Broadway, Denver 17, Colo. 
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Ticket-printing model 

has been added to Wayne's line 
of gasoline dispensing units. The new 
pump permits station operators to issue 
tickets to trucks, taxicabs, and other fleet 
customers, and to use the same pump for 
serving ordinary customers who don't 
need tickets. Wayne Pump Co. Salisbury, 
Md. 


Line strainer 


. . . is designed to fit into tight spaces, 
such as tank-truck piping. No. 9900 is 
of the threaded type only 7 in. long in 
the 2-in. size and 8%g¢ in. long in the 
3-in. size. Weights for the two sizes are 
5 Ibs. and 7% Ibs., respectively. Buckeve 
Iron & Brass Works, PO Box 883, Day- 
ton 1, Ohio. 


Emergency vent 


. . . for bulk-storage tanks has a fusible- 
metal seal holding a large-diameter plate 
in the cap. When the seal melts at 200 
deg. F, the plate blows off giving full 
upward venting. Optional double fire 
screen. OPW Corp., 2735 Colerain Ave., 
Cincinnati 25, Ohio. 
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FLORIDA 
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Lzashoy puns { 


Forevery size consumer- 
commercial account. 
W. F. GLOVER CO. 


4201 East Tenth Lane 
Hialeah, Florida 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 
on 
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EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Guckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—-PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 





MISSOURI 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write Today for Advertising 
Space Rates 
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Two-way table radio 


. is a space-saving unit offered at less 
cost than floor-model, cabinet-type base 
stations. Units up to 60 watts available 
in low band, up to 50 watts in high band, 
and 15 watts in WHF. Selective calling 
features are available on optional basis. 
General Electric Communications Prod- 
ucts Dept, PO Box 4197, Lynchburg, 
Va. 


Quick-connect coupling 

added to Snap-Tite’s Rigid-Line 
series, is designed for permanent piping 
applications. Useful for quick installa- 
tion or removal of relief, flow-control, 
or check valves, pumps or meters. Avail- 
able in %- and l-in. I.D. sizes. Snap- 
Tite Inc., Union City, Pa. 


Equipment Literature . . 





Nozzle bulletin 


. . describes OPW’s new factory re- 
building program. Includes a list of the 
new parts and accessories that are in- 
stalled on rebuilt nozzles and the terms 
of the guarantee. Three purchase plans 
are explained. OPW Corp., 2735 Cole- 
rain Ave, Cincinnati 25, Ohio. 


Base layout 


. recommended for gasoline pumps by 
the operations and engineering committee 
of the American Petroleum Institute is 
contained in API Bulletin 1610. The new 
bulletin supersedes API Bulletin 1601. 
The new standard permits interchange of 
pumps on station islands without relo- 
cating anchor-bolt holes or suction stubs. 
American Petroleum Institute, 1271 Sixth 
Ave., New York 20, N.Y. 


Driver's handbook 


. is a pocket-sized manual issued in 
conjunction with the new Bulletin 1608. 
The bulletin is offered at 60¢ a copy as 
a guide in the selection and training of 
tank-truck drivers, and was prepared by 
the API’s operating and engineering com- 
mittee. American Petroleum Institute 
1271 Sixth Ave., New York 20, N.Y. 


Gasoline blending 


with the Wayne Blend-O-Matic 
pump is described in a new 20-page 
booklet. Also reviews refining, market- 
ing, and station sales advantages of 
multi-octane gasoline dispensing, includ- 
ing savings in pool octane reduction 
and distribution. Wayne Pump Co., Salis- 
bury, Md., or Wayne Pump Canada 
Ltd., Toronto, Ont. 


Rubber products 


. .. and how they are made for industrial 
applications are presented in a 32-page 
booklet by Acme-Hamilton. Brochure il- 
lustrates manufacturing operations in two 
modern plants. Acme-Hamilton Manu- 
facturing Corp., Trenton, N.J. 


Equipment Suppliers . . . 





Roper Hydraulics Inc., Commerce, 
Ga., has named E, O. Habhegger Co., 
Philadelphia, as petroleum-equipment 
distributor in eastern Pennsylvania, 
southern New Jersey, and Delaware. 
Habhegger will maintain a full stock of 
pumps and parts in its two warehouses. 

cS 

Globe, Hoist Co. has appointed the 
Lang Wayne Equipment Co., Salt Lake 
City, as intermountain representative. 
Lang Wayne was established in 1914, 
has a staff of 40 persons, and a branch 
office in Boise, Idaho. The firm pro- 
vides customer service 24 hours a day, 
seven days a week, according to Stanley 
M. Wells, sales manager. 

* 

Great Lakes Meter Corp., a new com- 
pany, has been established at 3112 W. 
37th Place, Chicago, to handle the 
petroleum, industrial, and water meters 
of Rockwell Manufacturing Co. The 
new firm is equipped to service, rebuild, 
and calibrate all makes, models, and 
sizes of meters. Ron Bergmark heads 
the company. 

* 

Weil Service Products Corp., 3819 N. 
Ashland Ave., Chicago 13, Ill., has in- 
augurated a simplified exchange plan for 
automatic nozzles. Main feature of the 
plan is a series of flat-rate charges that 
apply regardless of parts that are re- 
placed. 


Equipment People. . . 





William lL. 

Connelly Jr., is 

the new sales rep- 

resentative in the 

Eastern Seaboard 

states for the oil 

division of A. Y. 

McDonald. A 

graduate of Tu- 

lane University 

in mechanical en- 

gineering, Con- 

Connelly nelly served as a 

lieutenant j.g. in the Navy during World 

War II. He was formerly a metallurgist 

with Esso Standard Oil Co., and for 

10 years was district manager for Wayne 
Pump Co. 

o> 

Roy R. Bush is 

the new sales vice 

president of Rock- 

well’s Meter and 

Valve Div., with 

headquarters in 

Pittsburgh. Bush 

joined Rockwell in 

1934 as a sales en- 

gineer. He served 

as Tulsa district 

manager, assistant 

Bush product manager 

for valve _ sales, 

and, since 1954, as midwestern regional 

manager. He is a member of the Tech- 
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AS LITTLE AS 1 PART IN 10,000,000 PARTS OF GASOLINE 


ACCELERATES GUMMING 
IN YOUR PRODUCT 


but 3 ounces of Du Pont Metal Deactivator (DMD) is enough t 

prevent copper-caused gumming in -8000 gallons of gasoline 
This is premium protection at an economy price 

| OTUM sxo)ah am o)(elal-1:14-10 More) 0) 01-1 ame (-r-1en dh’) el0]a mn alm ol= 

troleum products and has been the leader tn t 

field for over 25 years. Constant research and 

extensive field experience make DuPont Meta 

Deactivator your best buy for gasoline, kerosine 

jet fuel, fuel oil or diesel fuel. For data, contact 

your Du Pont Petroleum Chemicals representative 

or write: E. |. duPont deNemours & Co. (Inc.) 

Petroleum Chemicals Division, Wilmington 98 


Delaware 


DU PONT LEAD ANTIKNOCK COMPOUNDS 
and other PETROLEUM ADDITIVES 


Better Things for Better Living 
through Chemistry ‘ 











Who says “Free Air and Water” ? 


Without Air and 
An Water 

Lee : Cost 

Islander, Plenty! 


No gas station makes money on the time an attendant takes 
to locate and refill a water can, or untangle a snarled air hose. 
And an impatient motorist won’t become a steady customer 
if he has to wait while a serviceman fumbles with tire gauge 
and hose, checking, inflating and rechecking — four times. 


Air and water are right on the island—an arm’s length from 
the attendant — when there’s an Eco Islander on the job. An 
Islander makes air and water really free—free of wasted 
steps, wasted time, free of costly lost man-hours piling up 
every week. Cars spend less waiting time and spend more 
sales time —the Eco Islander gets you under the hood and 
down to the wheels for more money-making TBA sales. 


No station can afford to be without an Eco Islander. Labor- 


savings, plus bigger TBA sales, more than pay for the Eco 
Islander. See your Bennett representative today. 





Equipment 


nical Club of Tulsa, Nomads, and the 

IPA. 

s 

James F. Loyd 

has been named 
sales manager for 
Inland Steel Con- 
tainer’s southern 
region, He was 
formerly sales 
representative in 
Southern Texas 
headquartered at 
Houston. He will 
now be located at 
Inland’s New Or- 
ieans plant. Joseph 

B. Bush, formerly in charge of customer 

service at New Orleans, has replaced 

Loyd in southern Texas. 

« 


Loyd 


Norris B. Green 
has been named 
southwest district 
manager for the 
Republic Rubber 
Div., Lee Rubber 
& Tire Corp., 
Youngstown, 
Ohio. A Marine 
First Sergeant in 
World War il, 
Green also served 

Green in the Air Corps 

in World War II, 

and was discharged with the rank of 

Lieutenant Colonel. He was formerly 

with Thermoid Co. as district manager 

in the Southeast, and before that was 

with Goodall Rubber and Dixon Valve 
and Coupling Co. 

e 

John N. Terry 
has been named 
sales _ representa- 
tive in the South- 
eastern states for 
Butler trailer tanks 
and related trans- 
portation equip- 
ment. He will make 
his headquarters at 
Butler’s plant and 

sales office —in 
Terry Birmingham, Ala. 
Terry replaces 
Max L. Wooten, recently promoted to 
new sales and administrative duties at 
Birmingham, 
a 
Donald R. Piatt has been named vice 
president of engineering and research 
for Veeder-Root Inc. For the past 24 
years Piatt has been associated with 
International Business Machines Corp., 
and was at one time director of engi- 
neering for Universal Controls Inc., and 
vice president of research and engineer- 
ing for Underwood Corp. He was most 
recently manager of engineering of 
IBM’s Time Equipment Div. 


* 

Albert M. Ray Jr. has been made 
administrative assistant to Ruel Logan, 
vice president in charge of sales at 
Weaver Manufacturing Div., Dura Corp. 
For the past three years Ray has been 
assistant district sales manager for 
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Which do you call a Real Service Department? 


BUY LINCOLN...BACKED BY THE 
FINEST SERVICE ORGANIZATION IN 
THE LUBRICATION INDUSTRY 


Look what the Lincoln Service Distributor offers 
you: a complete stock of genuine Lincoln factory 
parts (a minimum of $1000 worth) right at his 
fingertips; graduate mechanics trained in 
Lincoln’s own service school; modern tools and 
test equipment for fast, accurate repair and re- 


placement; ‘“‘Loaner Pumps’’ delivered right to 
your shop, letting you do “‘business as usual” 
while your equipment is being serviced. 


The Lincoln Service Distributor in your com- 
munity—one of more than 400 across the nation 
will give you the friendly, dependable, eco- 
nomical service you’ve been looking for. Call him 
and put an end to lube equipment service 
headaches. 


LINCOLN 


ENGINEERING COMPANY 


DIVISION OF THE McNEIL MACHINE &£ ENGINEERING CO 


4010 GOODFELLOW BLVD., ST. LOUIS 20, MO 
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And here's why 


® Full adjustability ... arms pivot and telescope, pads rotate 
360° and adjust to three heights. 
® Quickly positioned to lift all make cars...even narrow- 
ree Dh DOVER CORPORATION, 


tread foreign models. 

@ Superior formed steel arm construction...arms swing ROTARY LIFT DIVISION 
easily, won’t freeze, lock, or jam. Memphis, Tenn. © Madison, Ind. 
® Compact superstructure exposes undercar parts for easier Chatham, Ontario 


accessibility. 
@ Handles repair work and all service jobs. . 

: —passenger and freight elevators— 
@ Full 8,000-lbs. capacity industrial lifting devices. 


@ Equipped with re pce Rotary Jack... use-proved : 
throughout the world for over 35 years. 


Tri 2 teu cotoleg 


First name in oil-hydraulie auto lifts 








Michigan. Before joining Weaver he was 
associated with United Motors Service. 
ry 


J. Kenneth 
Sloan is the new 
Gorman - Rupp 
representative for 
a five-state mid- 
western area. He 
succeeds William 
S. Miller, who re- 
cently became sales 
manager of Gor- 
man - Rupp. of 
Canada Ltd., St. 
Thomas, Ont. 
Sloan is a gradu- 
ate of Southwestern University in 
Memphis, Tenn., and was formerly sales 
manager of the Wagener Pump Div., of 
the Canton Stoker Corp., Canton, Ohio. 

“ 


Sloan 


Joseph S. Byrne 
has been named 
eastern division 
manager for Lion 
Uniform Inc. 
Byrne now has 
charge of a new 
service center, in- 
cluding warehous- 

ing, sales, and 
‘. shipping facilities 
at 88 Shipman St., 
Newark 2, N. J. 
A former field 
merchandiser for Lion, Byrne was pre- 
viously associated with the Sun Oil Co. 
in sales and administrative work in the 
Ohio Valley region. 
8 


Byrne 


Charles W. 

Glass and Asso- 

ciates have been 

named _ division 

managers for Aro 

Equipment Corp. 

for Virginia, Ten- 

nessee, North 

Carolina, South 

Carolina, Georgia, 

Alabama, and 

Mississippi. Glass 

Glass was in Texaco’s 

sales department 

before he entered the automotive equip- 

ment business in 1952. While with Tex- 

aco, he won the “Mr. Texaco of 1950” 
sales achievement award. 

© 

Gilbert B. Richards, president of 
OPW Corp., Cincinnati, died Dec. 10 
at the age of 56. 

* 

Alan W. Bowser, president of Texoil 
Equipment Inc., Dallas equipment dis- 
tributor, died November 28. He was 62. 

° 


Stanley M. Greene, former assistant 
manager for Tokheim Corp., New York, 
has been transferred to the West Coast 
as sales manager of the Los Angeles 
district. He succeeds C. L. Woll. 

In a series of other Tokheim changes, 
James A. Snodgrass, former assistant 
sales manager at Chicago, succeeds 


Greene at New York; Travis Miller 
moves from Ft. Wayne to Chicago, suc- 
ceeding Snodgrass; John M. Jorgenson 
becomes sales manager at Kansas City; 
and James M. Knapp goes from Ft. 
Wayne to the post of sales manager at 
Louisville for the late Glen R. Wells. 


* 

Robert J. C. Damon has been elected 
executive vice president and chief execu- 
tive officer of Bowser Inc. A graduate of 
Dartmouth and holder of a law degree 
from the University of Wisconsin, 








Equipment 


Damon practiced law for five years prior 
to becoming general manager of Bow- 
ser’s Johnson Fare Box Div. in Chicago. 


e 
Vince Kruse is now Cleveland district 
manager for R. C. Ford Associates Inc., 
oil-equipment manufacturers representa- 
tive, of Cincinnati. For the past seven 
years Kruse has been district manager 
for Balcrank. He will now handle in the 
Cleveland area, Balcrank lube equip- 
ment, Whiteway lighting, Saylor-Beall air 
compressors, and Autoquip lifts. 





Oversize drum solves unusual 
fuel delivery problem 


King size and midget 
reels for jet fueling 


Giant electric rewind reels to 
handle 4 inch I.D. fuel hose, 
and compact reels for “dead- 
man” air control hose and static 
lines are required on equipment 
used to fuel modern jet aircraft. 
Many fueling units, tank trucks 
and hydrant carts, are designed 
to use two reels of each size to 
meet the jet age demand for 
fast, efficient ground service. 


, 


A single wrap of 14 inch hose 
on a reel more than six feet 
long may not be the customary 
method for handling fuel oil 
hose, but it solved the problem 
for one dealer. The electric re- 
wind reel handles 100 feet of 
hose and is installed at waist 
level on the side of the delivery 
truck. 


Though each is designed for a special purpose, the 
reels described above are produced with precision 
assembly line methods by Hannay. This production 
flexibility is just one of the many reasons most 
dealers, truck builders and oil marketers specify 
reels by Hannay. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, N. Y. 
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a new, safer working vent from 


#548 FACES 
FACTS IN SAFE 
STORAGE OF 
FUEL LIQUIDS 


Morrison Brothers Co., show- 
ing traditional leadership in 
research and engineering, an- 
nounces its new pressure vac- 
uum vent, #548! Here is a true 
“working vent” that takes the 
worry out of fuel liquid storage. 

Let’s face facts: you invest 
$1769 in an 11 x 27 Ft. storage 
tank. You fill it with 19,100 
gallons of fuel oil at 10c a gal- 
lon, or gasolene at 20c a gallon. 
What do you do to protect that 
investment? 

The answer is simple . . - 
You top off your tanks with the 
safest, surest vent in the mar- 
ket... a Morrison #548! For 
a few cents a week your wor- 
ries are over. Check the #548 
today .. . it will do the job 
for you. 


MEETS NFPA 
REQUIREMENTS 
OF PAMPHLET #30 


National Fire Protection Asso- 
ciation pamphlet #30 states: 
“Vent pipes shall discharge 
only upward or horizontally 
(not downward) in order to 
dispose vapors”’. Morrison Vent 
#548 is designed to meet and 
beat these specifications. Tests 
by a professional mechanical 
engineer show that the Figure 
#548 has a range from 8,000 
cubic feet per hour at 8 ounces 
pressure to 30,500 cubic feet 
per hour at 5 pound pressure. 
To be used in conjunction with 
Morrison Figure #143 or #244 
Emergency Escapement Relief 
Valve. Available in 2” size in 2, 
4, 6, 8, 12, and 16 ounce pres- 
sure. 


ORDER FIGURE #548 





write for descriptive brochure 


MORRISON BROS. CO. 
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MEETS REQUIREMENTS 
OF NF 
pamphlet #30 - 


PRESSURE VACUUM VENT 


FIG. 548 
Let it work for you... 


PROTECT YOUR INVESTMENT 


nage called a working vent? Because it is your 

ch dog” at all hours, all seasons 

ck . , and under 

pny It literally ‘‘breathes”’ to relieve ann aye 

po temperature differential, or under loading 
itions. It will pay you to investigate now this 

revolutionary Morrison Pressure Vacuum Vent 


Order now—Figure #548 i 
onl sate 
ne arta io r write for descriptive 


Los 


OIL EQUIPMENT HE 
ADQUAR’ 3 
DUBUQUE, IOWA Pee 
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WHAT’S 
NEW 
IN 





Toe gage 


. . . for checking the toe-settings of front 
wheels can be used without setting up 
complete wheel-alignment procedure. 
Manufacturer claims use of the new 
portable gage turns a time-consuming, 
unprofitable operation into a fast, profit- 
able side-service. Hunter Engineering 
Co., Hunter Ave. & Ladue Rd., St. 
Louis 24, Mo. 


Allen scope 


. Offers several new features including 
a color-coded hookup that needs only 
three connections, made at the dis- 
tributor. Simplified controls offer pat- 
tern stability without adjustments. A 
push button allows direct reading of cam 
angle in degrees while cranking with 
distributor cap removed. Allen Electric 
and Equipment Co., 2101 N. Pitcher St., 
Kalamazoo, Mich. 


Dry lubricant 


. is a spray-on product said to provide 
an ultraslick surface without staining, 
running, or picking up dirt. “Slipspray” 
is claimed to be unaffected by water, 
light, oil, or solvents, and suitable for all 
surfaces including metal, paint, rubber, 
glass, plastic, and leather. Suggested re- 
tail price $1.25 per can. FE. 1. Du Pont de 
Nemours & Co., Wilmington 98, Del. 


Muffler sealer 


. is the name of a new repair com- 
pound said to be suitable for connecting 
pipes to new mufflers or for stopping 
leaks and sealing worn areas in old 
mufflers. Product is applied like putty 
and is claimed to dry metal-hard. Retails 
at 98¢ in polyethylene tubes. Devcon 
Corp., Danvers, Mass. 


Cable kit 


. enables dealers to assemble battery 
cables of any lengths using tools and 
parts contained in kit. Wafco kit meas- 
ures less than one sq. ft. by 4 in. deep 
and includes screw press, wire cutter, 
insulation cutter, dies, cable, clamp ends, 
and eye ends. Jack P. Hennessy Co. Inc., 
56 W. Maple St, Chicago 10, Ill. 


Butylride 


. is the trade name appearing on a 
new all-butyl passenger tire introduced 
by United States Rubber Co. It’s de- 
scribed as a premium tubeless tire with 
rayon cord that gives a soft, quiet ride 
with no squeal on the turns. It’s said to 
stop a car faster on a wet road than a 
styrene-butadiene tire will on a dry 
surface. United States Rubber Co., 1230 
Sixth Ave., New York 20, N.Y. 
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Narrow whitewalls 


. . less than 1 in. wide feature a new 
line of tires introduced for the replace- 
ment market by U. S. Rubber. Manufac- 
turer says move follows adoption of new 
style by three 1961 compacts: Buick 
Special, Oldsmobile F-85 and, Chevrolet 
Corvair. Offered in two 13-in., four 14- 
in., and three 15-in. sizes. United States 
Rubber Co, 1230 Sixth Ave., New York 
20, N.Y. 


New package 


for Grey-Rock Balanced Braksets 
consists of a white carton overprinted in 
orange and black. Endlessly repeated 
text on the carton surface consists of 
two phrases: “Grey-Rock Balanced 
Brake Linings—You can’t buy a better 
brake lining to save your life.” In addi- 
tion, brake shoes lined with the recently 
introduced Copper-Woven lining are 
painted a copper color. Grey-Rock, Man- 
heim, Pa. 


TBA Literature .. . 





Tire Guide 


. is the title of an 80-page annual, 
showing comparative tire-level charts, 
current price lists on passenger tires and 
tubes, load and inflation charts, tire sizes 
and pressures for all 1946-61 cars and 
all popular foreign cars. Price $2 from 
the Elgar Co., 2 E. 23rd St., New York 
10, N.Y. 


TBA Suppliers . . . 





Walker Manufacturing Co. generated 
a lot of publicity recently when it intro- 
duced to a limited market around Mil- 
waukee a new automatic lubrication sys- 
tem for cars and trucks. Installed prices 
range from $25 to $50. 


. 

Continental Oil Co. has added Telar, 
the new Dupont 5-year antifreeze, to its 
TBA line this season, in addition to Du- 
pont’s Zerex and Zerone and its own 
Conoco brand. Conoco will also con- 
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tinue its Guaranteed Radiator Protection 
plan. 
e 

United Motors Service has developed 
a new parts and cabinet program for 
service stations engaged in tuneup and 
light repair work. Quantities and parts 
numbers in all inventories are related to 
gallonage and vary according to volume. 
Three new cabinets are designed for 
quick checking of stock. 


e 
Dow Chemical has published 1961 
prices for its private-label, glycol-base 
antifreeze. Price in gallon cans is $1.365 
gal.; in quart cans, $1.435 gal.; in 55- 
gal. drums, $1.28 gal.; in tank cars, 
transports, barges, or tankers, $1.05 gal. 
Tags and protection charts are in- 
cluded at no extra charge, but Dow says 
it is not offering allowances for promo- 
tion or distribution. 
e 
Atlantic Refining has fostered the es- 
tablishment of many new _ wholesale 
TBA supply points. Dealers are being 
told about them and encouraged to look 
to them for TBA needs. 
~ 


Stewart A. Washburn & Co. is now 
producing its service-station sales devel- 
opment and training bulletins in 842x11 
size, punched for a 5-ring binder. Pur- 
pose is to permit oil-company users of 
the “Hoods Up” bulletins to integrate 
them with their own standard-size mate- 


rial. 


| TBA People . . . 





O. L. Dailey Jr., 
former executive 
secretary of the 
Arkansas Oil Mar- 
keters Assn., now 
heads up a new 
department at Mo- 
hawk Rubber Co. 
called the Petrol- 
eum Marketing 
Div. The new de- 
partment will con- 

: centrate on the sale 

Dalley of the Mohawk 

tire line through independent oil jobbers. 

Dailey is a graduate of the University of 

Arkansas. During the war he was a 

fighter pilot on the U.S.S. Wasp and 
U.S.S. Bunker Hill. 

© 

George R. Vila 
is the new presi- 
dent and chief 
operating officer of 
United States Rub- 
ber Co., succeed- 
ing John W. Mc- 
Govern, retired. 
For the past three 
years Vila has been 
group executive 
vice president in 
charge of Nauga- 
tuck Chemical, tex- 

tile, international, and plantation divi- 
sions, as well as two subsidiaries, 


Dominion Rubber Co. Ltd. (Canada) and 
Latex Fiber Industries Inc., Beaver Falls, 
N.Y. Vila came to U.S. Rubber from 
Boston Woven Hose and Rubber Co. 
in 1936, starting as a salesman of rubber 
division. 

.} 

Carroll Canning 
has been named 
regional sales man- 
ager for Simpson 
Electric Co., Chi- 
cago manufacturer 
of tuneup _ test 
equipment. Can- 
ning formerly held 
a similar post with 
King Electric Co. 
of Cleveland. Over 
the past 25 years 
he has written a 

number of business-paper articles on 
the use of test equipment for better 
tuneup servicing. He will conduct lectures 
on the use of the Simpson Auto Ranger 
line of test equipment. 

e 

Casper P. Scalia has been named 

Western regional representative for tread 
rubber and repair materials for the 
United States Rubber Co. He was form- 
erly manager of Western tread-rubber 
sales for Mohawk Rubber Co. 

e 


Fred B. Windisch 
has been named 
assistant manager 
of the TBA divi- 
sion in Esso Stand- 
ard’s marketing de- 
partment. He was 
a general salesman 
in Esso’s New Jer- 
sey division in 
1936, but shortly 
thereafter began a 
series of assign- 

Windiech ments for the div- 
ision TBA department at Elizabeth, N.J. 
He moved to the TBA division at Esso 
headquarters in New York City 12 years 


Ernest A. H. 

Briggs Jr. has been 

named national-ac- 

counts manager for 

private-label anti- 

freeze and coolants 

for Dow Chemical 

Co. A former Fire- 

stone man, Briggs 

came to Dow in 

1945 following five 

e years in the armed 

B services during 

— which he reached 

the rank of lieutenant colonel. He was 

engaged in sales of aromatic, pharma- 

ceutical, and organic chemicals until 1953 

when he transferred to antifreeze sales. 
* 

Elected at the St. Louis meeting of the 
Oil Industry TBA Group were the fol- 
lowing international officers: Robert D. 
Park, Sun Oil Co., Philadelphia, chair- 
man; N. E. Thompson, British-American 
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Oil Co., Toronto, vice chairman; Oliver Did Tom lose a : 4 
C. Epps, Arkansas Fuel Oil Corp., his job ? eo $s early every day since they put ; 
Shreveport, secretary-treasurer. ‘. s / ae 
Regional chairmen chosen recently | Ni paiaaeianibitie peer?” ey Roper pumps on the trucks: » afi 
were: Eastern Div., R. L. Gage, Califor- | ” : ling. Pee il 
nia Oil Co., Perth Amboy, N.J.; Central ‘i 
Div., W. J. Wixson, D-X Sunray Oil 
Co., Tulsa; West Coast Div., M. H. Gar- 
rett, Union Oil Co., Los Angeles; and 
Canadian Div., K. N. Marriott, Shell Oil 
Co. of Canada, Toronto. 
For the first time a complete schedule 
of TBA convention dates for the coming 
year was made known at the annual con- 
vention. In order, they are: West Coast, 
April 17 and 18, Jack Tarr Motel, San 
Francisco; Central, May 8 and 9, Fon- 
tainebleau Hotel, New Orleans; Eastern, 
May 11 and 12, Pocono Manor Inn, Po- 
cono, Pa. (by invitation); Canadian, May 
18, Royal York Hotel, Toronto; interna- 
tional, Dec. 3, 4 and 5, Chase-Park Plaza 
Hotels, St. Louis. 


® 
Robert Wish- 

meier is the new 

TBA manager at 


| \ Pure Oil Co. He 


yt. q was formerly as- 
7 . sistant advertising 


manager and be- 
fore that was su- 
pervisor of service- 
station merchan- 
dising. Wishmeier 
succeeds Leo J. 
Wishmeler Spanuello who re- 


* s 
anv eecane Ot better delivery speed and service 
general merchandising manager. Spanu- 


ello in turn succeeded John Wieland, re- 


cme’ cx von Ol YOUF trucks with ROPER PUMPS ! 


has been named 
manager of petro- 
leum - company 
sales for Cooper : er , ‘ : pk a 
Tire & Rubber provide fast, safe deliveries with both thin and thick liquids. You make 
Co., Findlay, more calls per day, more profits per week all along the line from bulk 
Ohio. He was for- plant to home deliveries. When you rely on Roper pumps you can 
merly wester i- . a ed, : 
smart pore be step up efficiency and cut down operating costs. They are quickly, easily 
iS manager. , tae ‘ he ‘ aa “eis 
cage mounted in any position, and they will operate efficiently in either direc- 
Prior to his em- - : : 
ployment with tion. Enjoy better delivery speed and service ... with Roper pumps. 
Maloney Cooper, Maloney 
was associated 
with both Goodyear and with Lee Rub- 
ber. A graduate of Miami University, he PACKED BOX or mechanical seal pumps 
served in the USAF during World War available to best suit your needs. 
If, attached to the Ist Allied Airborne 


Army in the ETO. CAPACITIES in a wide range are available 
° 


Roper Series 3600 truck pumps are quiet, smooth-running units that 


for small deliveries or bulk transport. 


A. Campbell Jr., 
has been named 
manager of sales RELIEF VALVE permits operator to close 
and marketing discharge without stopping the pump. 
services for the 
Thermoid Div. of 
H. K. Porter Co. 
Inc. He has been 


as | Dependable Pumps 
i since 1857 
Campbell ice capacities As HYDRAULICS, INC. COMMERCE, GEORGIA 


head of the newly 
organized department, Campbell will su- 
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pervise the automotive and industrial 
product managers and their staff, cus- 
tomer-service personnel, and the sales- 
Statistics and research department. 

« 


Charles L. Costa has been named to 
the new post of field manager of the 
Black & Decker product-service division. 
He has charge of four regional-service 
managers who in turn supervise 50 fac- 
tory-operated service branches and 35 
authorized service stations. At the same 
time these three service-branch managers 
were named: James C. Vassell at Chi- 


cago; David S. Stevens at Seattle; and 
S. Michael Raymond at Des Moines. 
* 


John F. Anglin, TBA supervisor for 
Tidewater’s Boston office, died Dec. 5 in 
an accident on the Merritt Parkway in 
Connecticut. He was alone in his car 
when it went off the road. Cause of the 
accident has not been determined. 

° 

Earl R. McAtee, 60, executive vice 
president of Barrett Equipment Co., died 
Dec. 9 at Farmington, Mo. He came 
down with pneumonia after undergoing 
surgery. McAtee took charge of Barrett’s 


ALL MAKES...ALL MODELS 
Gaskets and Packings 


for SERVICE STATION 
DISPENSING & HYDRAULIC EQUIPMENT! 


Includes: 

Meter Leathers * Diaphragms * Stem Packings 
Hose Washers * Visa Gauge Gas Kit Sets 
Meter Gas Kit Sets « All Types of Gaskets 
Gasoline Lube & Kerosene Pump Leathers 

Hydraulic Hoist Packings * Discs for Pump Nozzles 
Nozzle Disc Assortment * Gas Kit Sets® 
Retractor Hose Cable & Attachment 


CATALOG 


Write today: 


SEARLE LEATHER & PACKING CO. 2105 N. Marianna Ave., Los Angeles 32, P.0. Box 32188 


MOTOR-MEDIC NO. 1—Stops oi! burning when added 
to motor oil. Reduces friction and wear by provid- 


Were pat 
ASES GAS MIN ing lasting oil film strength. 


REASES on PRES 
RADIATOR Quiets noms’ J Ff 
SPECIALTY CO. fi 


CHARLOTTE, N.C. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 
treatment of sluggish engines. Add to gasoline. 








HAVE TOMORROW’S STATION TODAY WITH 


“GASILE’”’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 


Si 


WRITE FOR INFORMATION OR PRICES — 
ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 3-556! © 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 


field-training program in 1946 following 
a long career in technical training for the 
Army. 


Campaign Touts 


Dealer as Expert 


PUROLATOR is trying something 
that’s never been done before, starting 
in March. Instead of making a direct 
pitch for its own products, the filter 
manufacturer will devote a big chunk 
of its consumer advertising to boost- 
ing the men who run the oil industry’s 
service stations. 

The message to the car owner urges 
him to heed the dealer’s advice to 
change his oil-filter cartridge because 
the dealer is a man who knows about 
engines. Repeated throughout the pro- 
gram at the end of every message is 
the slogan: “Listen to the Man.” 

That slogan is the keynote of the 
campaign that will reach the public 
through 60,000 radio commercials and 
600 Scotchlite highway signs. 

Dual purpose of the message is (1) 
to stimulate owner interest in what 
the dealer recommends and (2) en- 
courage dealers to suggest more fre- 
quent oil and filter changes. 

The unique feature of the campaign 
is that the hoped-for reaction from 
dealers and the car owners can benefit 
all of the oil industry and all makes 
of filters. 


Fram Premium Plan 
Set for Long Run 


IN THE ACCESSORY FIELD, where 
new premium offers bob up every few 
months, Fram Corp. seems to have 
hit on a program for its national ac- 
counts that has a long-range pull. 

One reason for the strong continu- 
ity of Fram’s “Million-Dollar Give- 
away” plan for national accounts is 
that it’s based on gift certificates. 
Dealers can accumulate certificates for 
as long as desired, cash them when 
they please, and pick their own pre- 
miums from a list of 45 items. 

Since this is not a self-liquidating 
plan, the premiums are free to deal- 
ers, and there’s no extra charge for 
the filter package that contains the 
gift certificates. 

It’s also a simple plan for the par- 
ticipating oil companies and rubber 
companies, since there’s no premium- 
stocking or handling involved. 

Because the program increased filter 
sales 25% during its first six months, 
Fram is extending it until mid-1961. 
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.-» VET IT’S A COMPLETE TRUCK METERING SYSTEM IN ONE WEIGHT-SAVING COMPACT 








for a better 


measure of profit 





Everything you need for accurate metering of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: an efficient air-release to remove 
slugs of air, a large capacity strainer to prevent dirt stoppages, a time-saving auto- 
matic quantity control valve, and confidence-building ticket-printer. 

Only Neptune gives you all these in so little space, with so much saving in 
weight. Only three connections to make. No “extras” to buy . . . fewer chances for 
leaks . . . less chance for improper installation. 

Most important . . . all these important accessories are designed by Neptune, 
assembled by Neptune, and calibrated as one unit by Neptune. 

Add Neptune’s splendid reputation for sustained accuracy and low mainte- 
nance, and you have the oil marketer’s most sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or tank truck manufacturer for details. 


NEPTUNE METER COMPANY 
47-25 34th St., Long Island City 7, N. Y. 
Branches and Jobbers in All Principal Cities 


In Canada: Neptune Meters, Ltd., Toronto Ontario 


L/QUID METER DIVISION 





Premiums 





WHAT’S 
NEW 
IN 
PREMIUMS 





WHISK BROOMS are available in a vari- 
ety of styles and sizes. Shown below is 
“automobile” model, priced at $9 per 
dozen. Above is standard 6%2-in. model 
priced at $6.85 per dozen. Name tags or 
sales messages can be attached. Deshler 
Broom Factory, Deshler, Nebr. 


TELESCOPE has a 5S-power magnification. 
Measuring 14 in. fully extended, it comes 
with a folding tripod. Price is $1.50 
when ordered in quantity. Astra Trading 
Corp., 175 Fifth Ave., New York 10, 
N.Y. 
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MIDGET LAUNDRY KIT is directed at 
travelers. It contains a plastic clothes 
line and six tiny clothes pins. The vinyl 
carrying case is imprinted. Price is 6¢ 
each on orders of over 5,000. Plasta-Seal 
Co., 619 W. 130th St., New York 27, 
N.Y. 


CRASH HELMET is for the grammar school 
or hot-rod set. It’s made of polyethylene 
and is available in white, yellow, red, 
or combination. Decals may be ordered. 
Helmet alone cost 73¢ on orders of over 
5.000. Como Plastics, 2455 National 
Road, Columbia, Ind. 


BAMBOO BASKETS made in Korea come 
nested in sets of four. They range in 
size from 5% in. to 8% in. in diameter. 
The set is designed to be a self-liquidator 
at $1. Around-the-World Shoppers, 829 
Newark Ave., Elizabeth, N.J. 


38 3 j a hes Ting 


PICNIC COOLER allows motorists to keep 
beverages and food cold while traveling. 
No ice is needed. The aluminum-foil and 
cardboard-laminated box measures 11 x 
12 x 17 in. Price is 25¢ when ordered 
in bulk. Stone Container Corp., Tulip 
and Decatur Sts., Philadelphia 36, Pa. 


RUBBER DOLLAR suggests that the cus- 
tomer can stretch his money. Several de- 
signs are available. Price, including print- 
ing on back, is 5%2¢ in orders of 1,000, 
lower on larger orders. Marvic Adver- 
tising Corp., 861 Manhattan Ave., Brook- 
lyn 22, N.Y. 


BEACH BALL measures 16 in. and is made 
of sturdy plastic. Six panels are vari- 
colored. Ordered in bulk, prices average 
45¢. Alvimar Manufacturing Co., 1881 
Park Ave., New York 35, N. Y. 
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Valuable blending services available 
to Du Pont tetraethyl lead customers 


When the familiar yellow and green 
Du Pont tank car rolls onto one of 
your blending plant sidings, you’re 
taking delivery of more than a ship- 
ment of tetraethyl lead—for the 
services that go with it can be as 
valuable to you as the antiknock 
compound is to the quality of your 
gasolines. 

For example, if you’re planning 
continuous in-line blending of gaso- 
line components, Du Pont men are 
ready to help you with their experi- 
ence. If you’re planning a more mod- 
ern blending plant, our operations 
group will be glad to assist your en- 
gineers in developing and perfecting 
its design. 

In addition, special services are 


available for blending plant con- 
struction and operation, including, 
for example, site selection and the 
training and medical examination of 
blending plant personnel. 

But comprehensive blending plant 
service is just one example of the 
many services available to Du Pont 


Better Things for Better Living 
. . through Chemistry 


tetraethyl lead customers. Your 
Du Pont Petroleum Chemicals rep- 
resentative will be pleased to discuss 
them with you. For more informa- 
tion, contact him or write to E. I. 
du Pont de Nemours & Co. (Inc.), 
Petroleum Chemicals Division, Wil- 
mington 98, Delaware. 


Lead Antiknock 


Compounds and other 
PETROLEUM ADDITIVES 





never 


before 


such ONLY 
3 MOVING 


PARTS 


7 A Mi DiI Ci r Y (Geared so fluid revolves them in unison) 
* ° S 


...such 
small 
size, 
stamina, 
accuracy! 


ONLY 3 EVER-CHANGING SEAL LINES 
(A new low in fluid slippage) 


WON'T METER AIR...PASSES THE ““SPLIT-COMPARTMENT™ TEST 


Hundreds of positive-displacement LC Meters are serving the Air Force 
world-wide—for the very same reasons they're fast growing favorites with 
all types of petroleum products: performance! But that’s not all. Low 
back pressure makes pumps last longer. Lighter weight cuts hauling costs. 
Maximum flow on gasoline needs only 2 psi, and this rapid transfer in 
‘gravity dumping saves thousands of $$$$ in truck-time each year. No 
churning, no squeezing, outstanding for fuel oil. Durability? No M-7 
rotor or bearing ever replaced. Find out how really good and reliable 
meters can be... 


can pump tt. well meter it” /Liauio. 
Phone or Write for Literature 
NOW SHIPPED FROM STOCK C 
—100 gpm, 200 gpm, 350 gpm, and 600 gpm sizes. 


LIQUID CONTROLS CORPORATION 
‘ Commonwealth Avenue, North Chicago, Illinois 
CONTROLS Phone: DExter 6-8070 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Early winter boosted fourth-quarter heating-oil demand 
about 1.5% above what it was a year earlier. Refinery stocks were trimmed, but 
are still higher than the level considered adequate for year end. page 151 


Market Outlook: Watch gasoline closely this month, especially in the first half. 
If wholesale markets get by without any notable cuts, prices may be steady this 
spring. It’s substantially a question of refiners’ attitude. page 152 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
Supply and demand Market barometer 
Market outlook ... Key crude oil prices 
Refinery/terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum [Indicators 








NPN PRICE AVERAGES* 


muuions oF ous REE Es Refinery /Terminal 
ee ! Ce. | ee a (¢ per gal.) 


Jan. Dec. Jan. 
GASOLINE 1961+ 1960 1960 


200-4 Gasoline 
i990 ad (regular) 11.97 11.92 11.04 


aiid * la Kerosine 11.77 11.46 11.54 
: Distillate 9.37 9.05 9.21 
140-F DISTILLATE Residual 5.01 5.01 4.65 


120-F 4 principal 
100-4 products 9.48 9.39 8.87 
aed Lube oil 24.47 24.47 23.14 


RESIDUAL s Crude at well 
60 ine wemeneweweeee, ($ per bbl.) 2:88 2.88 2.87 


40-++ 





220-4 


*Weighted average price, princi- 
20-+- pal markets. Crude prices middle 
0 a a | we of month, not monthly average. 
5 o> NW 8: 3 tThrough Jan. 13. 

1959 1960 
































* Hawaii.included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day)* January 1961+ December 1960 January 1960 
Finished and unfinished gasoline (thous. bbl.) 200,269 196,306 205,982 
Kerosine (thous. bbl.) **......... ae eeeavetd 29,546 30,844 26,510 
Distillate fuel oil (thous. bbl.) 7 127,567 135,232 125,924 
Residual fuel oil (thous. bbl.) 7 45,290 44,991 49,306 


Crude oil—B. of M. (thous. bbl.) 237,632 238,732 252,206 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,261 8,011 8,279 
Foreign crude included (thous. bbl. daily) 881 968 926 
% of refinery capacity operated 83.3 81.0 85.0 


Refinery Output 
Gasoline (thous. bbl. daily) 4,177 4,165 4,238 
Kerosine (thous. bbl. daily) 459 428 437 
Distillate fuel oil (thous. bbl. daily) 1,994 1,888 1,931 
Residual fuel oil (thous. bbl. daily) 946 944 1,047 


Crude Supply 
- U. S. crude oil production (thous. bbl. daily) To 7,138 7,230 
Crude oil imports (thous. bbl. daily) .. 4,151 974 923 


*Hawaii included beginning March 1960. 
tThrough Jan. 13, except crude stocks Jan. 7. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 5,993 (Oct.) 5,627 
Average station gasoline price, ex tax (¢ per gal.) 21.45 (Jan.) 21.51 
Service station sales—all commodities ($-million) 1,475 (Nov.) 1,501 
+Gasoline consumption (million gal.) 5,789 (Aug.) 5,635 
Passenger cars—domestic shipments (thous.) 581 (Nov.) 611 
Trucks and buses—domestic shipments (thous.) 74 (Nov.) 61 
Automotive replacement tire shipments (thous.) 4,123 (Nov.) 5,366 
Replacement battery shipments (thous.) 2,832 (Oct.) 2,708 
. Oil burner shipments (thous.) 64.6 (Sept.) 46.6 


+Excludes Alaska and Hawaii. 
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Supply and Demand 





What Winter's Doing to Heating Oil 


Early winter reduces heating-oil 
inventories, but not below needs 


HE ZERO WEATHER that hit the east in 

December pushed fourth-quarter total demand 
for distillate fuel oil at refineries to around 2,165,- 
000 b/d. This was 1.5% larger than in the last 
three months of 1959. 

The requirements reduced refinery distillate in- 
ventories Dec. 30 to 142,246,000 bbl., 7,339,000 
bbl. below stocks a year earlier. However, inven- 
tories were still above the 140,200,000 bbl. con- 
sidered adequate for the year end. 

Most of refinery shipments of distillate in the last 
quarter go into jobber storage. The unexpected 
low temperatures in December over a large section 
of the country brought considerable withdrawals 
from jobber supplies. Large drafts on refinery 
storage in the first weeks in January indicated that 
jobbers were buying for use later. 

Under normal temperatures, distillate-fuel-oil 
demand for the first quarter of 1961 is forecast at 
2,775,000 b/d, about the same as actual demand 
for the first quarter of 1960. The principal con- 
sumption of distillate is for space heating. 

During the first three months of 1960, refinery 
inventories of distillate were reduced by 73,677,000 
bbl. to around 75,500,000 bbl. The most severe 
winter weather last year came in late February and 
March. Reductions of the same volume in the first 
quarter this year would bring total distillate in- 
ventories to around 68,600,000 bbl. on March 31. 
This would be under the 72,000,000 bbl. considered 
adequate for then, but ample for normal needs. 

Fourth-quarter demand was heaviest in the East 
and New England, where there were 7% more 
degree days than normal in the current heating 
season through Dec. 31, and 13% more degree 





Refinery Stocks of Distillate Fuel Oil, 
Dec. 30, 1960, and Dec. 30, 1959 
(1000 bbis., API data) 


Dec. 30, Dec. 30, % Change 
1960 1959 rom 1959 


58,443 
23,675 
82,118 


District 





53,283 
18,822 
72,105 


East Coast 
Gulf Coast 

Total Coastal 
Ind., Ill., Ky. 
Minn., Wis., Daks. 32,244 30,772 
Okla.-Kans. 11,981 10,734 
Rocky Mts. & 


New Mexico 2,860 2,657 
Other Inland 9,998 9,900 
Total Inland 57,083 54,063 


U.S. Except 
West Coast 


West Coast 
Total U.S. 


129,188 
13,058 
142,246 


136,181 
13,384 
149,585 
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Million bbl. daily 


_ 


2.7|- Distillate 
2.6— Fuel-Oil 
25 Demand 


c" 1st Quarter = 





2.4 
2.3 
2.2|— - 4th Quarter 7 


2.1 
2.0 Pg 


o| 2] a) 
1959 1960 1960 1961 
Actual Estimated Actual Forecast 























Fourth-quarter and first-quarter distillate demand this 
heating season is forecast at 4,940,000 b/d. That would 
be 1.2% more than was used the same 1959-60 quarters. 


days than a year ago. This area normally consumes 
more than half of all distillate output. Inventories 
of East and Gulf Coast refining districts, which 
largely supply this area, were 72,105,000 bbl. on 
Dec. 30, 12% lower than a year ago (see table). 


In the Midwest and Great Lakes area, tempera- 
tures and demand in the fourth quarter were closer 
to normal. This was reflected in refinery stocks in 
the districts supplying these consuming areas. For 
all inland districts, inventories Dec. 30 were 57,- 
083,000 bbl., about 3,000,000 bbl. larger than on 
Dec. 30, 1959. In the Okla.-Kans.-Mo. district, 
stocks were 11.6% larger than the year before. 
For the entire U.S., distillate inventories of 142,- 
246,000 bbl. Dec. 30 were 4.7% lower than on 
Dec. 30, 1959. 


Increasing the proportionate yield offers many 
refiners an opportunity to step up their output of 
distillate fuel oil without increasing the volume of 
crude oil run to their stills. In 1959 the average 
yield of this product for all U. S. refiners was 
23.1% of crude processed. The yield varied by 
months from 21.8% in July to 23.4% in December. 
In the East Coast refining district, yields of this 
product varied from 24.3% in June to 31.1% in 
February. 

Last October the over-all yield of distillate fuel 
oil was 22.9% compared with 22.3% in October 
1959. The yield on the East Coast was 27.9%. 

In the remaining weeks of winter, some of the 
peak demand for distillate heating oils will be met 
by increasing refinery yields rather than by adding 
to crude runs. To the extent this is done, the pos- 
sibility of building up gasoline stocks unduly will 
be lessened. a 





Market Outlook 





Gasoline: A Question of Attitude 


ATCH GASOLINE closely in February. Especially during the first half. 
If wholesale markets make it to February 15 without any notable cuts, 
prices may be home safe for the spring. 

Attribute only part of product’s steadiness in January to the good pull on dis- 
tillates early in the season. The rest is attitude. Refiners are sitting on half-empty 
storage tanks determined to get more money. Why not? There’s no pressure, and 
the 5% wage-salary hike has hardened their determination. 

Maybe this is a good tip on the stock market: The humiliating shellacking oils 
took last year on the stock exchanges has set management attitudes as hard as 
concrete against giveaway prices. Perhaps some of this attitude has shown up 
in the improved margins between crude and products. Since last May, the Inde- 
pendent Petroleum Assn. reports show that this spread has risen steadily from 72¢ 
bbl. for the country as a whole and from 56¢ bbl. East of the Rockies. The 
December spread was 96¢ bbl., including California, and 90¢ a bbl. for the 
other eight refining districts. That’s a 33% improvement for all nine refining dis- 
tricts, 61% for eight districts in eight months. That’s not bad. And refiners 
are optimistic that January will come up with higher numbers. 

But there’s a fly in the ointment. The distillate drawdown could mean higher 
crude runs. More distillate, more gasoline. More gasoline, and somebody will be 
tempted to sneak through a low-priced sale of gasoline. They always do. 


Chase Manhattan Bank says... 


@ Whatever 1961 may bring—either good or bad—the industry is much better 
prepared than it was a year ago. 

e@ The current outlook for the 1961 economy supports the belief that over-all 
energy consumption may rise by at least another 3%. And petroleum hydro- 
carbons could register a gain of about 342% (emphasis is the bank’s). 


Key Crude Oil Prices (as of January 15) 


United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity ......2. 
Mid-Continent 
Oklahoma sweet, 36 gravity ......2.62-2.97 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania 
PRETEEN os 5.5 nh wrs sic ele Wad ODE 4.80 
Canada 
Alberta 
PNIN ORIOL, 6.5 «x was ana Wace eneeniore 2.38 
Venezuela 
Bachaquero heavy, FOB La Salina, 
BIN sis bo a iG iis Ri as ene RR oa 1.85 
Middle East 
Persian Gulf, FOB Ras Tanura 
PIGINON, SE GIOUNY ov na cs ccc cs bcew ves 1.80 


NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
January 15 ...... 16.45 12.91 
Month ago .............. EGRS 12.88 
Yoo #60........-. 15.73 13.34 


Dealer index is an average of dealer tank wagon 
prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston and Guf Coast. 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel]—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Jan. 16. Last previous listing: Dec. 15. 


Motor Gasoline 


Gulf Coast Cargoes 

100 oct. prem 12.5-13.75 
99 oct. prem... ..12.375-13.75 
98 oct. prem.....12.25-13.25 
97 oct. prem... . .12.125-12.875 
95 oct. prem. rc 

93 oct. prem. 

92 oct. prem. 

90 oct. prem. 

87 oct. reg. 


Boston, Mass. 
Prem. grade 
Reg. grade....... 


Buffalo, N. Y. 
98 oct. prem..... 
92 oct. reg 


Charleston, $. C. 
Prem. grade 
Reg. grade 


Chicago, Ili. 

99 oct. prem.....1 

98 oct. prem..... 

97 oct. prem..... 

92 oct. reg. 12.625 


Detroit, Mich. 
98 oct. prem.....15 
92 oct. reg. 12.75 


Houston, Tex. 

Prem. grade 
do barges. 

Reg. grade... 
do barges 


15.45-16.25 
14.5 


Jacksonville, Fia. 
Prem. grade 1 
Reg. grade 


Miami, Fila. 
Prem. grade 
Reg. grade 


Mirneapolis-St. Paul 
99 oct. prem... . .16.68 
91 oct. reg 


Mobile, Ala. 
Prem. grade 
Reg. grade 


Norfolk, Va. 
Prem. grade 
Reg. grade 


Pensacola, Fla. 
Prem. grade 
Reg. grade 


Philadelphia, Pa. 
Prem. grade 

Reg. grade 14.5-16.2 
Port Everglades, Fla. 

Prem. grade 

Reg. grade 


Savannah, Ga. 
Prem. - he 
Reg. grade. . » 12.75 


Tampa, Fla. 
Prem. grade 
Reg. grade 


14.25-16.8 
12.25-13.8 


Wilmington, N. C. 
Prem. grade 
Reg. grade 


Okla. (Okla. Shpt.) 
99 oct. prem... ..16-16.5 
91 oct. reg 13.25-13.5 


Okla. Group 3 —— Shpt.) 
99 oct. prem... ..15.25-16. = 
91 oct. reg 12.5-13.2 


154 


Northeast Texas 
pes Ft. Worth/Dallas) 


New Mexico/West Texas 
(FOB refinery poles) 

99 —y = a oe. 25 
90 o 3.99 
60 ~ & y Sa oh Re. 5 


Ark. (For dale to o. & La.) 
99 oct. prem... 

94 oct. prem..... 

92 oct. prem..... 

91 oct. prem.....1 

89 oct. prem.....11.5 


84 oct. reg. 


Kans. (For Kans. destinations only) 
99 oct. prem... ..16.5 
91 oct. reg 


Oil City 
98 oct. prem. 14.75-15 
93 oct. reg 13.2 


California—Los Angeles District 
Rack: 


100 oct. prem.....13.8A-14.5 
98 oct. prem... ..13.54-15.7 
94 oct. prem... ..12.3A-14.6 

11.3 3 65 
84 oct. reg 11A4-12.6 


Tank Car: 

100 oct. prem.....13.8A-14.5 
98 oct. prem..... 

94 oct. prem 

88 oct. reg. 

84 oct. reg. 


Tank Truck “_ gal. or ae 
98 oct. prem... ..21.3-22. 
88 oct. reg. 17.8-17. 3 


San Francisco District 

Tank Truck _ gal. or more) 
98 oct. prem... ..21.8-22.8 
88 oct. reg. 18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero.. * -75A-10.254 


No. 2 fuel ahs A. 
48-52 d.i. gas oil..9 ime 


43-47 d.i. gas oil. AN 
Bunker C wel $3 309.50A 
Bunker C fuel 

max 1% sulf.. .$2.454-2.55 
Albany, N. Y. 


No. 


11.34 
$3.73A-4.204 
sulf guar.......$2.72 
Baltimore, Md. 
Kerosine, No. 1. i. Lae 5A 


No. 2 fuel 
10.2 A 


oe hang shore 


Baton Rouge, La. 
Kerosine, No. 1.. 
No. 2 f 


Boston, Mass. 
Kerosine, No. 1..11.3A-11.64 

, -3A-10.6A4 
Diesel oil, shore 


$3.544-3.59A 
$2.74-2.79 
2.7 


Buffalo, N. Y. 
Kerosine (a) 
Diesel fuel (a). . 


6 aL. 
No. 5 fuel....... 9.15 
No. 6 fuel. 8.15 
(a) Prices of some sellers to bulk com- 
merciai consumers are 0.15¢ higher. 
Charleston, $. o. 
Kerosine, No. 1. .11. . 


Diesel oil, shore 


Chicago, ! 

Range oil, No. Fe PB, 2 e 
No. 2 fuel....... 75-11 

No. a low 


sulfu 
No. 5 fuel, high 
«eee , 


sulfu 
No. 6 fuel, high 
Br 7.65 
Cleveland, Ohio 
No. 5 fue’ 
No. 6 fue 
“Delivered Cleveland 


Corpus Christi, Tex. 


No. 6 fuel....... 8.6 
Houston, Tex. 
Kerosine, No. 1..10.625 
do EY AN 
Diesel oil, shore 
10A4-10.75 


$2.45-2.60 
$2.40 - 


Jacksonville, Fi. 
Kerosine, No. 1 
No. 2 fuel 


Miami, Fla. 
a No. 1..12.5, 
0. J 


$5.0824-5. 1664 
$2.37 


Minneapolis/St. Paul, Minn. 
~~ oil, No. 1. .11.93-12.18 
10.93-11.18 


sulfu 
No. 6 fuei, high 
sulfur 


Mobile, Ala. 
Kerosine, No. Re B. 9A 
No. 2 fuel. ay N 
Light Diesel, 


Heavy Diesel, 

bunkers 
New Haven, Conn. 
Kerosine, No. 1. .11.5 
No. 2 fuel.......10.5 
Diesel oil, shore 


No. 4 fuel. ...... 
No. 6 fuel, no 


New Orleans, La. 
, No. 1..10.64 

0. 2 fuel....... 97M 
Diesel oil, shore 


Heavy Diesel, 
Bunker C, 
bunkers 


New York Harbor 
Kerosine, No. 1..11.5 


do barges... .. 9.94-10.154 


Diesel oil, shore EN 


Bunker C, 
bunkers 


Norfolk, Va. 
Kerosine, No. 1. Us 


Light Diesel 
Heavy Diesel, 


Bunker C, 
bunkers 


Pensacola, Fla. 

Kerosine, No. 1.. 

No. 2 

Diesel = shore 
lan 
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Philadelphia, P. 
Kerosine, No. r 11.5 


Heavy Diesel, 


Bunker C, 
bunkers $2.52 


Port Everglades, Fla. 
Kerosine, No. 1..11.854-12.3 
.6A-12.1 


11.64-12.14 


Portland, Me. 
Kerosine, No. 1..11.7 
No. 2 J 


fe Re i,t, 25A-11.6A 
erosine, “ - 
N. 2 fuel i0.254-10.64 


do barges 
Bunker C, 
bunkers 


Savannah, Ga. 

Kerosine, No. 1. ik -12.4 

No. 2 fuel 11.9A4-12.2 
11.94-12.2A 
3.10 


Tampa, Fla. 

Kerosine, No. 1..11. ack. 2A 
No. 2 fuel 11L.5A-12A 
Diesel oil, shore 


Bunker C, 
bunkers 


No. 6 fuel....... 8.25 

Wilmington, N. C. 

Kerosine, No. 1. .11.6 
o. 2 fuel.......10.9 


Diesel oil, shore 10.9A-11 
33.568 A 


Okla. (Okla, shpt.) 
42-44 w.w. 
11.125-11.5 


Okla. Group (Northern shpt.) 
42-44 w.w. 
11-11.125 


New Mexico/W. Texas 
42-44 
10.5-11.25 


Kansas (for Kan. destinations only) 
42-44 w.w. 

kerosine 11.375-11.5 
52 & below d.i. 


10 
$1.90-2.10 


oS card shpt. to Ark. & La.) 
herosine 10.6254 
Tractor fuel 11.254 
52 & below d. 
Diesel......... 9.75A 


36-80 pane fuel. Hast 


Oil City 


11.35 
55 cetane Diesel. . 4 7 
No. lf 10.6 
No. 2 fuel. 


Pittsburgh 

Kerosine 11.35-11.95 
50 cetane Diesel. .10.65-11.45 
- lf 11.35-11 


el 
36. 40 gravity fuel.10. 125 


} — iene Angeles Dist. 


aay dist. 
i re 8.25-12 
Diesel fuel 

a 7.75-11.25 
Light fuel 
Heav' 

PS $2.05-2.45 


t. 
__ eee 8.25-15.3 
Diesel fuel 
,) 7.75-13.8 
Light fuel 
PS 300 
Heav’ 
PS $2.05-2.45 
Tank Truck (400 gal. or more) 
40-30 w.w. 


pegs) dist. 
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Refinery and Terminal Prices 





Pacific Coast 
Ships’ bunkers, or deep tank lots 
San 


Pedro, Calif. 
Diesel—PS 200.. .$5.09 
Bunker C—PS 
400 


San Francisco, Calif. 
Diesel—PS 200.. .$5.30 
Bunker C—PS 

400 


a C—PS 


exico 
Ships’ bunkers: US dollars per bbi of 
168 liters 


Guaymas 


Manzanilla 
Bunker C 
Minatitian 
Bunker C 


Tampico 


Natural Gasoline 


Prices are to blenders on freight basis 
shown: shipments into tank cars or pipe- 
lines may originate in any|{Mid-Continent 
district. Prices on basis of jast sale unless 
otherwise designated. 


FOB Group 3 
brie 26-70 


FOB Breckenridge, Tex. 
| es 26-70 


LP-Gas 


Producers’ net contract prices, tank cars 
/transport trucks. 
— 9.34-0.58 
Wiss ceée AS 

Philadelphia bonus 8.8 A 
Oklahoma 

Group 3 
Baton Rouge braau 5 2-5, 875A 


Lubricating Oils 


Western Penna. 
Yeocges Neutrals—No. 3 Col. Vis. at 
er. 


nate ’ deabetemmemee 
150 vis. (143 at 100°) 400 to 405 flash 
|) ee 


eit stocks 
oe rena No. 6 Col. 


Spite stocks 
s.r. filterable.19 
Oe 


630 flash 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, y hes stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


Bright Stock—Conventional 
200 vis. D 

ed | COPE 26 

150- oa vis. D 


0-10 p. 

150- 160 vis. D 
10-25 p.p.. 

120 vis. D 

OP iiseccdcs 23 


Bright ~~ 1fmeene 
150-160 v 
0-10 p.p., 95 vis, .26-27 


Neutral Oils—Conventional—Pate Oils 


ow 


reesss 
wn wp 
ou 


Solvents—95 vis. 
tea 


linder Stocks 
s.r. olive 


Gulf Coast 

Solvent Refined Oils*from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 210 

150-160 

0-10 p.t. 95 v.i... .26-274 

Neutral Oils—Vis. at 100; 85 v.i. 0-10 p.t. 
100 3.54 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 
100 vis. No. 
144-24 col 


i er 
500 vis. 
eer 
750 vis. 

5-6 col.. auses 
1200 vis. No. 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


Cons. Gasoline 


T.C. 
New York City 
Manhattan... . 


11.6 
Richmond...... 
Mt. Vernon, N. Y. 
Albany... 
Binghamton. . 


Buffalo veer 
Jamestown. .......... 


mt tt pet pet et pe 


Portsmouth... . 
Providence, R. | 
Burlington, Vt. 

Rutland 


MMOWOPOOWW: POROMoW 
DWOMAMAH HOH 
ADOMOmDODOWW BUBUND ewe: 


me ee eee 
et ee et tet et eet pet feet pet > 


*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax. 


* Mobil Kerosine Diesel 
Yard T.W. T.c, 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
January 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


Mobilfuel Mobilheat 
° *(No. 2 Fuel) 
Yard 


10.7 


CoN: COmNwN: Sow wor: 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries 


of 300 gal or more. Mobilfuel Diese!—All points, t.w. less 0.5¢ for deliveries of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown tc. prices are delivered, all other 


tc. prices FOB bulk terminals. 


Atlantic 
Refining 


Philadelphia, Pa............ 
Reading 

Allentown 

Harrisburg 

Wilkes-Barre 

Williamsport 

Pittsburgh 


Atlantic Gasoline Kerosine 
and No. 


* 1 Fuel* 
T.W. 


Erie 

Greensburg 

Wilmington, Del....... 
Hartford, Conn 

New Haven. 

Boston, Mass 

Springfield 

Providence, R. | 

Camden, N.J.............. 


Albany, N.Y 
Binghamton 


Syracuse. .. 

Baltimore, Md 

Richmond, Va.............. 
. Charlotte, N.C 


ee 


“Prices shown are 0.5¢ above prices effective on Dec. 15 0. 
a—State and federal taxes only. 

b—Fair-trade minimum service station price 

c—Fair-trade minimum service station price 


Heavy Fuels 
No. 5 No. 6 
Philadelphia 7.81 


Notes: Premium-grade tw. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Esso Gasoline Kerosine 
(Regular) 
Dir. 


and 

St d d Cons. Gasoline No. 1 Fuel 

andar Taxes T.W. 
Atiantic City, N. J............. A ; 9. 15.7* 
Newark 15.7° 
Baltimore, Md... . sane 
Cumberland........... 
Washington, D. C 
Danville, Va 


OS 
Richmond 


Charleston, W. Va.. 
Fairmount 

Parkersburg 

Wheeling 

Charlotte, N.C........ 


ooow 


moooocoococoocoooooooooOoOoOoSCOSCOCSCOSCOCSOO 


Charleston, S. C 
Columbia 
Spartanburg 
New Orleans, La 
Baton Rouge 
Alexandria 

Lake Charles 


Knoxville, Tenn 

Memphis 

Chattanooga 

Nashville 

SiS Rack, ALK... .. 000 re2> 
*Prices apply for kerosine only. 


ee ee 
ee ee tet tet et te tet et tee pet ft pet Pet eet Pt et Pt tt ft pt ft 


PwWKWOKOKHOOOOHOO~H~ 


Heavy Fuels 
No. 4 Fuel No. 6 Fuel 


aE TI. cnn cccenasnscaincsecss ecccveyasionnnstcis 
Baltimore, Md - 
Washington, D. C. 1,050 gal minimum 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark ype are for deliveries of 300 gal 
or more; add 1¢ for 100-299 gai, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 
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American 


Oil Co. 


(Standard of 
Indiana Division) 

Chicago, III 

South Bend, Ind..... 

Detroit, Mich 

Mpls.-St. Paul, Minn, 

Des Moines, lowa.... - 

St. Louis, Mo aia 

Wichita, Kan........ 17.1 

Omaha, Nebr eine 
18.6 


18.9 


SSS=—wwmSweoSSd 
coocomooeco: 


— ee 


! (a) 
ler quantities. (b) 14.9¢ for 750 gal & over. 


Stanolex Fuel A Stanolex Fuel C 
1-749 750-1,499 1,500gail 1-1,499 1,500 gai 


gal gal over gal over 
11.2 10.95 10.45 10.8 9.55 
American Furnace Oil 

175-848 860 gal 1 gal 
& over & over 


Minneapolis-St. Paul 16.2 15.7 
Milwaukee eabaie om 


American Furnace 
100-389 400 gal 


gal & over 

Chicago. 15.4 14.9 
100-174 

gal 


15.3 
_ Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace 

oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 

N.B.: Established tank wagon prices are shown below. 

Some temporary prices may be in effect in one or more localities. 


Continental Oil Texaco 


(N.B, Prices sre Continental's tank 
wagon prices. Current selling prices may Desier 
vary from those shown because of local! T.W. 

eonditions.) age 

Dallas, Tex... 16.4 

Ft. Worth.... 16.4 

Wichita Falls. 16.4 

Amarillo 


Fire Chie! Gasoline 
(Regular) 


Concoe 
Gasoline Gaso- 


T.W. tine 
(Regular) Taxes 


Denver, Colo, ngelo.. 


San A 
Waco 


San Antonio. 16 
Port Arthur.. 16.4 
Gasoline taxes: 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium-grade t.w. 
prices 3.5¢ above regular. Kerosine— 
Prices apply to dealers & consumers. 


ws Kentucky Standard 


16.4 Crown Gaso- Kero- 

Gasoline line sine 

16.3 T.W. Taxes T.W. 

16.1 Atlanta, Go... 16.9 10.5 16.9 

Taxes: Gasoline taxes include these = _ 16.8 120 168 

city taxes; Albuquerque & Roswell, 0.5¢; Jackson, Miss, 17. 110 171 
Santa Fe, Cheyenne & Casper, 1¢. Jacksonville, 

Fi 16.6 11.0 16.9 


Discounts: Salt Lake City & Twin 18... 
Falls gasoline prices apply for deliveries Louisville, Ky. 16. 1.00 (17.1 
of less than 200 gal; 200-399 gal, deduct Taxes: Birmingham gasoline’ taxes in- 
0.5¢; 400 gal & over, deduct l¢. clude 1¢ Jefferson County tax. Kerosine 


Notes: Premium-grade t.w. prices 3.5¢ Micao Ose tn prices: Georgia 14; 
above regular. 


Note: Current net prices may differ 
*Consumer price 1.7¢ gal higher, from those listed because of temporary 
tConsumer price 1¢ gal higher. local conditions, 


Tank Wagon Prices 





Standard of Ohio 


Sohio Extron Gasoline ( Regular Grade) 
Kero- 
sine 
T.W. 


FFF 
Efe 


Se 
oucwouwmumn 
eet en 
ouocmouwmun 


Portsmouth 
Toledo 
Youngstown : y , 
Zanesville . : : 16. 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
1¢, 1-49 gal, ad.’ 2¢. Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
resellers 3.5¢ above regular. S.S. prices are at company-operated stations. 


— 
an 
ao 

mee 

monn 
vine 


ex all taxes, ap- 
gal or more; see 


Standard 
" - Prices are tank truck postin 
of California ping for deliveries of 


Chevron G 

(Regular) 

San Francisco, Calif. 18. 10.0 

Los Angeles 17. 

F 19 
+ 





19 
20 
8 
9 
Spokane.......... 
Tacoma. 9 
Boise, Idaho ’ 
Salt Lake City, Utah 
Honolulu, Hawaii... 4 
Fairbanks, Alaska. . . 
Juneau 20.6 

*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all prices are ex-Hawalian 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (reguiar)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ gal higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available > os > 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank cartruck trailer, deduct 3.5¢. 

Diesel, furnace & stove olls—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
1¢ for 40-199 gai, 0.5¢ for 200-399 gal. 


0 


—— me KN OW 


WNHNMNMNP 
© & 1 & 00 & 00 00 & ~4 00 woo 


3 
4 
5 
7 
9 
0 
2 
7 
3 
1 


BeBB 
oo 


(Prices are per imperial gal; to arrive at price per U.S 
a " gal, subtract 6th). 
| | O | Esso Furnace 
MPCFial VA esse aasotine oil 
¢ Kerosine (No. 2 Fuel) 
St. John's, Nfid. J t 24.7 
Halifax, N.S ‘ : 23.7 
St John, N. B. 
Charlottetown, P. E.1........... 
Montreal, Que... 
Toronto, Ont... 
Hamilton, Ont. 
Winnipeg, Man 
Brandon, Man, 
Regina, Sask. . 
Saskatoon, Sas 
Calgary, Alta. . 
Edmonton, Alta... 
WT i cickccdcccacede 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
°Subject to 1¢ gal special allowance at Toronto and 1.5¢ gal at Montreal. 


aR 
Nn 


ee et tt eet et tet et 
SOOONN He ww 
ooocoooooo 
PFwoenn Qa 
POP enrK UE K@m ~ 











foFigure use our FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 

ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 


EGREE DAY SYSTEMS 39-30Nn sath st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


__ Dealer tank wagon and retail prices for near get (house-brand) gasoline, and taxes are shown below. Figure. are in ¢ per gal; (i) and (d) indicate increases or decreases as 
in 55 representative U. S. cities on Jan. 1, 1961, as compiled by National Petroleum News compared with Dec. 1, 1960. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. Tax Ser. Sta. Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 4¢fed.) (incl. tax) (ex tax) (ex tax) (incl. 4¢ fed.) (incl. tax) 
Average U. S. d-16.51 -21. A ‘ 16.80 22.40 9.00 31.40 
Portland, Me 14.80 : : : N.D 18.60 : 
Manchester, N. H ‘ r 1. E : 17.70 22.90 
Burlington, Vt. i 
Boston, Mass. 
Providence, R. |............ 
Hartford, C 
i h § ao 
.. 2 4 eae 
nce | 
Philadelphia, , Pa 
Wilmington Del............. Houston, Tex 
Baltimore, Md : : ; he Sea 
Washington, D. C............ : t ‘ Albuquerque, N. M 
Charleston, W. Va t . ; Denver, Colo. 
Norfolk, Va 15.90 21. ; ; Cheyenne, Wyo. 
i x r 31.90 Great Falls, Mont 
Boise, Idaho 
Salt Lake City, Utah...... : 
Reno, Nev. 
Birmingham, Ala i 19.90 : 90 Phoenix, Ariz. 
Jackson, Miss. i ; : , Los Angeles, Calif 
Memphis, Tenn : i : y San Francisco, Calif......... 
Louisville, Ky 
Cleveland, Ohio 
Cincinnati, Ohio : : P Spokane, Wash......... oan 
Indianapolis, Ind 4 a f .90 
Chicago, Ill A : 9.00 ‘ *Includes 0.5¢ city tax. 
Detroit, Mich ‘ : ! **Iincludes 1¢ city tax. 
***Includes 1.5¢ city tax. 


tm ot pe oe 
© 
Ss 


tt et pe 
Oe ae es 
sssees 

; 

: 

: 


Little Rock, Ark 
New Orleans, La 


Dallas, Tex 


wow 
oo 
$3 ss 
ood 


— a 
ooo COWOO KF OOCOWOn OfoO 


S S555 SSS55 SSeeu: wo Sm 
$8888 88888 Sesss Ssese 888 


meee 
tea) 
Oo 





For Station Lighting That Provides: 


@ MAXIMUM LIGHT CONTROL 
@ MAXIMUM LUMENS PER WATT ‘ 
@ MAXIMUM CORROSION RESISTANCE 





@ MINIMUM MAINTENANCE 





Insist on] FLUORESCENT 
LUMINAIRES of 














Send us a brief description of your station lighting problems, 


and we'll provide complete technical information on DYNASYL. 
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Gasoline Markets 





Gasoline Consumption by States, August, 1960 


Tax Ratet Month of ——T Months Ending With——— 
August July, 1960 — 1960 August, 1959 August, 1960 August, 1959 

Cents Gallons allons Gallons Gallons Gallons 
*. 414,000 85,891,000 678,761,000 663,910, - 

,000 8,652,000 54,684 ,000 56, 406 ,000 

“ 342, 000 41,402,000 350 , 984 ,000 322,704 ,000 
57,530,000 5,750,000 47,761,000 401,773,000 395,821,000 
524,630,000 544,957,000 532,636 ,000 4,018,990, 000 3, 948,592,000 


73,360 ,000 75,874,000 492 ,008 ,000 477,274,000 
70,685 ,000 519,999 ,000 
18,458,000 


16 657,000 : 
153;033,000 150,102,000  1,289°354'000 —-1, 262,273,000 


114,887 ,000 952, 112,306 ,000 891,374,000 868 , 478 ,000 
19,550 ,000 ,187, 16 ,037 ,000 142,396 ,000 

28,452 ,000 28 , 733 ,000 189 ,963 ,000 

270,789 ,000 257 ,206 ,000 2,041,470 ,000 

161,312,000 164,002,000 152,125,000 1,225,665 ,000 1, 196,412,000 


118,091,000 107,255,000 112,976,000 802 093,000 785, 463,000 

102/068,000 987 883,000 92,634,000 716,978,000 715,079,000 

tu 80,371,000 78,712,000 610/742 000 605,392,000 
Louisiana 78,658,000 82,785,000 639,998 ,000 635,171,000 
36,687 ,000 37,800,000 36,056 ,000 229/508, 000 221,234,000 


Maryland 82,163,000 ,718,000 79, 104 ,000 621,317 ,000 600 , 103 000 
Massachusetts. .... . , 6 130 , 569,000 130 ,914 ,000 ,793, 938 ,067 ,000 
; 248 , 186 ,000 263, 793,000 243, 809 000 . , 1,777,464 ,000 

Minnesota. nee 129,547 ,000 136, pk = 123, 207 ,000 ‘ 891,552,000 
; 55,546 ,000 57 ,604 58, 189,000 447 , 167,000 443,293,000 


153, 196 ,000 159,430,000 143 ,381 ,000 , 163 ,943 ,000 1, ny 878 ,000 
36,715,000 37,251,000 36,312,000 220,179,000 210,597 ,000 
65,320,000 58 ,893 ,000 56,451,000 420 ,564 ,000 

16,433 ,000 16 ,662 ,000 16 ,098 ,000 106 ,091 ,000 ,980, 
21,518,000 22,100,000 21,605 ,000 141,377,000 136,911,000 


New Jersey 185,220,000 190 ,422 ,000 : J , 365,418 ,000 1,335, 492,000 
New Mexico. é 38,012,000 ,665, : 272,746 ,000 297 ,059 ,000 
em 395,921,000 ; " , 869, 169 000 2,731,710,000 

128,125,000 ; 978,993 ,000 q ,000 

32,179,000 , 390, 33,465 ,000 208 , 141,000 208 , 497 ,000 


285,121,000 298, 165,000 287 , 132,000 , 184,918,000 2, 178,798,000 
neaie. 99 , 808 ,000 93,719,000 98 317,000 769 ,670 ,000 716 ,034, 

Oregon..... 67,726,000 ,869, ,343, 460 ,881 ,000 

Pennsylvania ME GRAT HES a 293, 185,000 ,210, , 183,634,000 

Rhode Island iv 21,622,000 22,521,000 22,080 165,000,000 "163,758,000 


South Carolina a 65,287, po 67 ,232 ,000 63 ,082 ,000 496 945 000 489 , 362 ,000 

South Dakota a 36,901, 38,559,000 35,257 ,000 232,653,000 232 , 595,000 
Tennessee : ‘ 103,618, 000 110,301,000 103,395,000 810,221,000 
ea 417,805,000 395 ,587 ,000 399, 404 ,000 3,033,887 000 

32,906 , 000 35, 149,000 32,258 ,000 237 ,644 ,000 228,923 ,000 


Vermont 4 14,250 ,000 14,649,000 14,107,000 90 ,944 ,000 87 ,390 000 
Virginia, . aes 105,987 ,000 122,925,000 117,829,000 879 , 786 ,000 878,795,000 
Washington wits = wae 6 108 , 950,000 113,813,000 114,224,000 796 ,329 000 754 ,588 ,000 
West Virginia ap Ba ‘ 44,081,000 48,700 ,000 48,279,000 335,881 ,000 350 , 338,000 
Wisconsin 132,478,000 137,612,000 123,838 ,000 918,128,000 889 , 331,000 


Wyoming 21,897,000 22,228,000 22,119,000 127,149,000 123,399 ,000 
Total 50 States and D. of C. ,635, 108,000 5,789,477 ,000 5,520,496,000  41,824,442,000  41,022,563,000 
Daily Average 181,778,000 186,757 ,000 178 ,081 ,000 171,412,000 168,817,000 


Change from previous year: 
+268, ry 000 +800 ,879 000 


Total Change 
Percentage change in Daily Average. ...........0 00.0 cece cece dacunadads 87% +0. 54% 








tThese are State tax rates per gallon. In addition there is the Federal Tax of four cents (4¢) per gallon. 
*Includes actual reported taxable gallonage, plus estimate of non-taxable gallonage for which separate figures are no longer reported beginning January 1960. 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. Boston 














@ NEUTRALS 


Fluorescent color for © BRIG 
solvent extracted and This Is Your Market Place tng tran OILS 


additive lube oils. 





- 
Petroleum Colors 


PATENT CHEMICALS, NATIONAL PETROLEUM NEWS Kerr-McGee Oil Industries, Inc. 


NCO#PORATED rr- , , 
Paterson 4, New Jersey 330 West 42nd St., New York 36, N. Y paerincGee ae ee city, Okla 
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Coming Meetings 





FEBRUARY 


Private Track Council of America, annual 
meeting, Hotel Sheraton, Dallas, Feb. 2-3. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Sheraton Park Ho- 
tel, Washington, D. C., Feb. 6-8. 


Missouri Petroleum Assn., annual meeting 
_ and trade show, Hotel Muehlebach, Kansas 
City, Feb. 6-8. 


California Petroleum Marketers Council, 
Colorado Petroleum Marketers Assn., Inter- 
mountain Oil Marketers Assn., Oregon Gas- 
oline Jobbers Assn., and Washington Oil 
Marketers Assn., annual convention, Tropi- 
cana Hotel, Las Vegas, Feb. 8-10. 


Twin Cities Gasoline Marketers Assn., Club 
Southwest, Arlington, Tex., Feb. 9. 


Canadian Petroleum Assn. (Alberta Div.), 
annual meeting, Hotel Palliser, Calgary, 
Feb. 14. 


Iowa Independent Oil Jobbers Assn., annual 
convention and trade show, Ft. Des Moines 
Hotel, Des Moines, Feb. 14-15. 


Pacific Automotive Show, Los Angeles 
Memorial Sports Arena, Los Angeles, Feb. 
16-19. c 


West ‘Virginia LP-Gas Assn., semiannual 
meeting, Hotel Mont Chateau, Morgantown, 
Feb. 25. 


MARCH 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Mar. 1-2. 


Indiana Liquefied Petroleum Gas Assn., 
annual meeting and trade show, Hotel Clay- 
pool, Indianapolis, Mar. 5-7. 


Illinois Petroleam Marketers Assn., annual 
meeting and trade show, Hotel Morrison, 
Chicago, Mar. 7-8. 


Petroleum Packaging Committees, Packag- 
ing Institute, Sheraton Palace, San Francisco, 
Mar. 13-14. 


Ohio Petroleum Marketers Assn., annual 
convention and trade show, Deshler Hilton 
Hotel, Columbus, Mar. 22-23. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Roosevelt, Jackson- 
ville, Mar. 22-24. 


Iowa LP-Gas Assn., Hotel Kirkwood, Des 
Moines, Mar. 27-28 (tentative). 


Canadian Petroleum Assn., annual meet- 
ing, Hotel Palliser, Calgary, Alberta, Mar. 
28 (tentative). 


APRIL 


Texas Oii Jobbers Assn. and Texas Petro- 
fleum Marketers Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 


Empire State Petroleum Assn., annual 
meeting and trade show, Grossinger’s, Lib- 
erty, N.Y., Apr. 9-11. 


Western Petroleum Refiners Assn., 49th 
annual meeting, Granada Hotel, San An- 
tonio, Tex., Apr. 10-12. 
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American Society of Lubrication Engineers, 
annual meeting and exhibit, Bellevue-Strat- 
ford Hotel, Philadelphia, Apr. 11-13. 


Society of Independent Gasoline Marketers 
of America, semiannual meeting, New Or- 
leans, Apr. 13-14 (place unknown at publi- 
cation). 


Kansas LP-Gas Assn., 16th annual conven- 
tion, Allis Hotel, Wichita, Apr. 16-17. 


Assn. of Nebraska LP-Gas Dealers, annual 
meeting, Castle Hotel, Omaha, Apr. 16-17. 


Ohio LP-Gas Assn., annual convention and 
trade show, Sheraton Gibson Hotel, Cincin- 
nati, Apr. 16-18. 


Oil Industry TBA Group, West Coast 
section, Jack Tarr Motel, San Francisco, 
Apr. 17-18. 


Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel Cavalier, Virginia Beach, 
Apr. 17-18. 


National Petroleum Assn., semiannual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 19-20. 


Fuel Merchants Assn., of New Jersey, an- 
nual convention and trade show, Haddon 
Hall, Atlantic City, Apr. 19-21. 


Mississippi LP-Gas Dealers Assn., annual 
meeting, Edgewater Gulf Hotel, Edgewater 
Park, Apr. 23-25. 


Oil-Heat Institute of America, annual meet- 
ing and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


Independent Oil Men’s Assn. of New Eng- 
land, annual convention, Statler Hilton Ho- 
tel, Boston, Apr. 27. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, April 30-May 2. 


MAY 
API, Division of Marketing, fuel oil com- 


mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 4-7. 


Pennsylvania Petroleum  Assn., 
Springs Hotel, Bedford, May 7-9. 


Tennessee Oil Men’s Assn., semi-annual 
meeting, Read House Hotel, Chattanooga, 
May 7-9. 


Bedford 


Pennsylvania Petroleum Assn., semi-annual 
meeting, Hotel Bedford Springs, Bedford, 
May 7-9. 


Oil Industry TBA Group, Central section, 
Fountainbleau Hotel, New Orleans, May 
8-9. 


Oil Industry TBA Group, Eastern sec- 
tion, Pocono Manor Inn, Pocono, Pa., 
May 11-12. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


National Oil Jobbers Council, Hotel Ameri- 
cana, Miami Beach, May 16-17. 


Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 18. 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


JUNE 


Petroleum Packaging Committee, Packag- 
ing Institute, June 15-16 (location unknown 
at publication). 


Wisconsin Petroleum Assn., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


OCTOBER 
American Petroleum Credit Assn., annual 


meeting, Shamrock Hilton Hotel, Houston, 
Oct. 15-18. 


First Listing 





Nebraska Petrolesem Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 7-9. 


Colorado Petroleum Marketers Assn., 
University of Colorado, Boulder, Feb. 
14-16. 


Oklahoma Oil Jobbers Assn., Uni- 
versity of Tulsa, Tulsa, Feb. 20-22. 


Iowa Independent Oil Jobbers Assn., 
Continuation Center, State Universtiy 
of Iowa, Iowa City, Mar. 6-8. 





MANAGEMENT INSTITUTES 


Northwest Petroleum Assn., Oil Men's 
Club and Hotel Nicollet, Minneapolis, 
Mar. 8-10. 


Kentucky Petroleum Marketers 
Assn., University College, University 
of Louisville, Louisville, Mar. 13-16. 


Kansas Of] Men’s Assn., University of 
Kansas, Lawrence, Apr. 5-7. 


North Carolina Oil Jobbers Assn, 
The University of North Carolina, 
Chapel Hill, Apr. 17-21. 


Missouri Petroleum University 
of Missouri, Columbia, Apr. 18-19. 
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TASK- 
DESIGNED 


Task-Designed for firmer stacking and better appear- Crown lithography facilities have been Task-Designed, 
ance, the ““F-Style’’ can is an outstanding example of too—Task-Designed to provide fast and accurate 
practical pioneering by Crown. The spout of each service. Lithographed cans by Crown are ideal for 
can fits into the recessed bottom of the can above, many automotive products. May we provide you 


giving you stable column displays. with more details? 


ROW Re for cans + crowns + closures + machinery 
CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Phila. 36, Pa. 


February, 1961 + NATIONAL PETROLEUM NEWS 161 





More work out of trucks 
eat Lower Cost? 


EATON 2-SPEED AXLES 
WILL DO IT! 


O,.-ine-job performance records prove that trucks 
equipped with Eaton 2-Speed Axles make quicker trips, 
travel more miles at lower cost per mile. By providing 
double the conventional number of gear ratios—the right 
gear ratio for every road and load—they reduce stress 
and wear on engine and power transmitting parts; per- 
mit engines to run efficiently under all operating condi- 
tions. 


Eaton’s exclusive features, including forced-flow lubrica- 
tion, planetary gearing, and Inductalloy Axle Shafts, add 
thousands of miles to axle life, and eliminate costly 
maintenance expense worries. 


Ask your dealer to explain how Eaton 2-Speed Axles re- 


duce hauling costs, add to profits, and make trucks worth 
more on the trade-in. More than 2 Million Eaton 


Axles in Trucks Today 


AXLE DIVISION 
ey MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 
6? 
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Dave Kothe (foreground) sees pumping unit demonstrated 
by D. S. Willson, head of Bennett’s research department 


Al Raschke (right), assistant general sales manager, and 
Willson show Rod Ridout Bennett’s all-metal meter 


How Oil Men's Sons Learn Marketing 


Dave Kothe and Rod Ridout, sons of oil men, are two of 76 boys 
preparing for a future career in oil marketing. Here's how 


ne KOTHE AND ROD RIDOUT, two boys with a 
petroleum-family background, are going to 
college to learn oil marketing. At the same time, 
they’re not giving up any of the educational, social, 
or sport activities that go with a normal college 
education. 


The boys are enrolled in the petroleum distribu- 
tive-education (DE) program offered at Western 
Michigan University, Kalamazoo (NPN—Feb. ’58, 
p140). Enrollment in the course has grown from 
six in 1956 to 76 in 1960, and presently includes 
some 50 sons of oil people. Though not a pre- 
requisite for the course, a petroleum-family back- 
ground makes for keen interest and enthusiasm in 
class and at work. 
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Third in a Line 


Dave is a third-generation “oil man” whose fa- 
ther, Edward N. Kothe, is supervisor of training 
and management for Mobil Oil Co. in New York. 
His late grandfather, Edward Sr., was assistant gen- 
eral manager of manufacturing for Socony Vacuum 
Oil Co. Dave also went with Mobil during his 
first college year, spending his cooperative work 
period at Marcel D’Hondt’s Mobil service station 
in Grosse Pointe, Mich. 

Employer D’Hondt admires Dave’s enthusiasm 
for the job and says “he set the pace and made 
some of my older men see the light. I received 
good comments from the customers on him, and 
he is liked by all my men.” (Continued ) 





About Oil People 





(Begins on page 163) 

Dave’s father believes the DE course is “the best 
experience anyone can have for a sound future in 
the petroleum business. The work periods provide 
an understanding of how business is run.” 


How DE Guides Aptitudes 


“The DE program took Rod from the classifica- 
tion of a ‘square peg in a round hole,’ ” says Rod’s 
father Russell, who is manager of the Hancock 
division of Signal Oil & Gas Co. in California. 

Rod spent two years in the Army, went to col- 
lege at San Francisco State, and spent his summers 
working at various jobs. But he wasn’t sure what he 
wanted to do. 

The petroleum distribution course “has guided 
his natural ability along the right channels,” says 
his father. “Now he seems like a different boy.” 

Rod’s initial work period was spent in the service, 
sales, and engineering departments of John Wood 


Co.’s Bennett Pump Div. in Muskegon, Mich. 
W. M. Hoxie, service manager at Bennett, calls Rod 
“cooperative, eager, and quick to learn. We were 
able to use his mechanical aptitude to our, as well 
as his, advantage.” 


Highlight: A Two-Week Tour 


For two weeks each year, all the boys in the 
course go on a tour covering everything from oil- 
company drilling operations to equipment-manu- 
facturer’s plants. Recently the group visited the 
Bennett Pump Div. in Muskegon (see pictures). 
There they saw all the plant’s operations from 
pump welding to bookkeeping and billing. 

The boys themselves say they’re sold on the 
work-study cooperative program. Wendall Fidler, 
coordinator of the course, adds that the course has 
not only helped the boys find their real interest in 
life, but has also provided a means to help pay for 
their education. e 


Where's the American Dream? 


Here's how a new, big 
private-brander looks 
at free enterprise 


HORATIO ALGER is no myth for 
Norman A. McGee, president and 
founder of Southland Oil Corp., 
Savannah, Ga. Horatio Alger stands 
for the great American dream, which 
became reality in McGee’s life. 

For McGee, “free enterprise” isn’t 
just a synonym for “hands off.” It’s a 
mission and an opportunity—to take 
nothing and transform it into a pul- 
sating business enterprise. 

McGee did that in creating South- 
land Oil Corp. (see page 116) and in 
loaning Georgia the money to estab- 
lish a harbor at Savannah. What was 
only an idea a decade ago is now a 
busy port and an oil distributorship 
worth millions. 

No wonder, then, that McGee's 
eyes light up when he tells you about 
the opportunity of America. He be- 
lieves in it with his whole life, and he 
has a deep inner conviction that he 
must do what he can to awaken 
Americans to a dream he feels some 
are letting slip from their grasp. 

Beginning at Home—McGee, 44, 
has begun the work of reawakening 
in his home town of Savannah. He 
collaborated with a local writer, ad- 
vertising agency, and photographer to 
produce a 15-minute film of the 
Southland Oil story. 

The film, which has been shown on 
television several times, tells how 
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Southland got going, what it means 
to Savannah. “In these sources,” says 
the script, “is the American dream 
more alive than ever before. 

“Here, in the distributor, lies a 
broad, firm base for free enterprise. 
For it is a creative place, intimately 
concerned with the economy, daily 
coping with the laws of supply and 
demand. This is the story of one such 
place, one of many across the face 
of the nation.” 

This script speaks for McGee: it is 
his idea and inspiration. It asks, “Has 
the great American dream died—as 
some claim? Has it withered away 
while we slumbered?” 

Southland Oil, and many other 
companies like it, says the film, “pro- 
duced something . . . where there was 
nothing . . . because one man had an 
idea and he was able to sell it to 
others. ... 

“This is the American dream. This 
is how it works. And it is not dead. 
It lives, perhaps, even more optimis- 
tically than ever before.” 

McGee says many local people have 
told him they didn’t know until they 
saw the TV program how much 
Southland Oil means to Savannah. 

“One man said it was one of the 
best films he had ever seen on the 
free-enterprise system,” says McGee. 

What About Education?—McGee 
doesn’t stop there with his mission of 
reawakening. He wants to help chil- 
dren get the feel of what free enter- 
prise means. 

In this connection, McGee decries 


McGee: ‘Horatio Alger isn’t dead’ 


“the attitude of some teachers toward 
the American business system.” He 
believes some are selling it short, and 
even teaching against it. 

He has been working with various 
groups to help education “promote 
the advantages of the free-enterprise 
system and emphasize what it con- 
tinues to mean.” 

What About Taxes?—McGee be- 
lieves taxes are killing incentive. He’s 
a member of the board of trustees of 
the Georgia Tax Research Founda- 
tion, which is studying the entire tax 
structure on the national and local 
levels. 

“It will make suggestions for revis- 
ing the tax structure along more 
equitable lines,” says McGee, “to help 
keep creative business ideas coming.” 

Civic Activities—McGee is past 
president of the Junior Chamber of 
Commerce. He’s on the board of di- 
rectors of the United Community 
Fund, YMCA, American Red Cross, 
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PARKER AIRCRAFT CO. FLUID SYSTEM COMPONENTS 





PARKER fuel pressure regulators... 
proven standards for fueling... are cause for excitement!!! 
they are giving reliable fuel pressure 


control...with REAL SAFETY 


THERE ARE NO ADJUSTMENTS ON THIS COMPLETELY 
AUTOMATIC REGULATOR — TAMPER-PROOF —FOR 
SAFETY AND MAINTENANCE-FREE OPERATION 
FAST CLOSING TIME —0.3 seconds or faster—to keep surge 
pressure to the aircraft comfortably below allowable 120 psi. 
LOWEST PRESSURE DROP—3 psi at 600 GPM 


Now in service—with major airlines and fuel suppliers 

¢ Small compact design simplifies installation — body envelope within OD of connecting 
flanges 

e Available in DEMAND and BYPASS styles 

¢ And PARKER supplies complete literature for maintenance and service — and spare 
parts availability — backed up by the PARKER ENGINEERING SERVICE TEAM 


Complete fuel system components from PARKER: 
ADAPTERS VENTURIS NOZZLES COUPLERS SUMP CONTROLS BOTTOM LOADING VALVES 


, ; + j a X cS * 

ih ys es t d 
PARKER AIRCRAFT CO. is the largest builder of fuel components and 
systems IN THE WORLD! And PARKER original equipment—up to 15 
years old—is still performing reliably under the severest service, 


ALL OVER THE WORLD! 
WRITE FOR DESCRIPTIVE LITERATURE 


AIRCRAFT CO. 
5827 WEST CENTURY BOULEVARD, LOS ANGELES 45, CALIFORNIA 
DISTRIBUTORS IN ALL MAJOR CITIES 
EUROPEAN AFFILIATE: PARKER-HANNIFIN N.V., SCHIPHOL AIRPORT, HOLLAND 





A DIVISION OF THE PARKER-HANNIFIN CORPORATION 
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Family Services, and Associated In- 
dustries of Georgia; and on the board 
of deacons of the First Presbyterian 
Church. 

McGee was a representative in the 
state legislature (Chatham County) 
for two years. 

He’s active in the Young Presidents 
Organization, a national group de- 
voted to developing better presidents. 
To belong, you must have become 
president of a company before you 
were 40, and the company must have 
at least $1-million gross sales a year 
and 50 employes. 

McGee is married and has four 
children: three girls, the oldest 16, 
and “finally a boy,” age 5. 


Kennedy: “Do unto others .. .” 


Conoco’s Harry 


Kennedy Retires 


FOLLOWING THE GOLDEN RULE 
is a tough assignment, especially if 
you're engaged in the competitive field 
of oil marketing. 

But Harry J. Kennedy, retiring 
senior vice president of Continental 
Oil Co., thinks there’s nothing more 
important than encouraging the well- 
being and advancement of the in- 
dividuals around him. Even competi- 
tors admit, “You can depend on what 
Harry tells you,” and almost everyone 
describes him as “the most thoughtful 
man I know.” 

His genuine fondness and respect 
for people must have begun back in 
Caledonia, Minn., where he worked 
as a grocery clerk after school and 
a‘l day Saturday. He not unly won his 
customers, he satisfied them. 

Later on, after he left a prelaw 
course to enlist as a private in the 
army in World War I, his administra- 
tive talents and his ability to get a 
job done were soon recognized. He 
rose through the ranks to become a 
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first lieutenant and aide to the chief 
of staff of the Army Air Corps. 

Kennedy joined Conoco in 1919, 
and within a decade served successive- 
ly as division manager, manager of 
marketing operations, and eastern 
sales manager. By 1930 he held the 
position of general sales manager, and 
six years later, at the age of 41, was 
elected marketing vice president of 
the company. 

Pleasant Memories—Now that he’s 
reached retirement age, Kennedy can 
look back with pleasure on all the 
things he’s accomplished in Conoco’s 
marketing department. The one mem- 
ory that may give him the most pleas- 
ure is the story about the $100 Stetson 
hat. (See picture) 

Back in 1950, Kennedy once made 
a bet with Conoco President L. F. 
McCollum that his marketing depart- 
ment could boost lube sales 30% over 
the 1949 level. The stake was the 
$100 Stetson hat. 

The department had a new motor 
oil to help them, and sales did climb 
that year, but it looked like the in- 
crease wouldn’t live up to Kennedy’s 
expectations. 

Then Kennedy’s men adopted the 
slogan “Over the Hump for Harry,” 
and by the end of the year, Kennedy 
had his $100 Stetson plus the satis- 
faction of knowing he had helped in- 
crease lube sales. 

Always in Demand—He’ll be missed 
in other quarters besides Conoco. As 
a long-time member of the API, he 
once served a two-year stint as its 
marketing vice president. Now he’s on 
its board of directors in addition to 
being a board member of Western 
Petroleum Refiners Assn. 

He’s also widely recognized as an 
authority on petroleum marketing, and 
has represented the oil industry at 
numerous government hearings. An 
intelligent and well-informed speaker, 
he’s always been in demand by petro- 
leum organizations and other business 
groups. 

All this activity hasn’t left him too 
much time for hobbies, but, Kennedy 
insists, the real reason he doesn’t have 
any is that “I’m just too damn lazy.” 

Married to the former Ruth Stewart, 
whom he met during World War I 
when she was secretary to Gen. Billy 
Mitchell, the Kennedy’s have two 
grown sons. His post-retirement plans 
include a home in Hillsborough, Calif., 
and a chance to see some of the places 
he and Mrs. Kennedy missed on their 
motor-trip vacations. 

One thing sure, wherever Harry 
Kennedy goes he’ll continue to go out 
of his way to be nice to people. 





NEWS NOTES 


In a modification of Mobil Oil Co.'s 
marketing department, designed to elimi- 
nate duplication of responsibilities and 
provide a stronger staff setup, the posi- 
tion of general manager has been dis- 
continued. Glenn Werly, general man- 
ager since 1958, reports to Vern Bell- 
man, marketing vice president, as his 
special assistant. He will be in charge of 
directing company marketing projects in 
the U. S. a 

With the elimination of the position 
of general manager, Mobil has set up a 
new “market-development” unit, de- 
scribed as the problem-solving arm of 
marketing. G. Albert Klaffky, formerly 
resale-programs manager, will manage 
the new group. 

Other major changes include expand- 
ing the responsibilities of general opera- 
tions and making realignments in the 
general sales department. In general 
sales, Parker B. Smith manages the new- 
ly consolidated national-accounts unit 
and railroad unit. T. J. Evans becomes 
manager of process products, formerly 
the responsibility of Mobil Chemical 
Co. Retail merchandising becomes part 
of the resale marketing department, with 
B. W. (Bill) Hurst, previously in charge 
of the resale-programs department, as 
retail merchandising manager. ; 

John B. Merrell, assistant for admin- 
istration to the marketing vice president, 
takes on additional duties as manager of 
analysis and controls. He succeeds 
Arthur W. Skilling, who becomes man- 
ager of Socony Mobil’s corporate real- 
estate department. Howard M. Park, 
former manager, retires. 

In the Mobilheat department, Arthur 
C. Nelson, former Chicago division man- 
ager, moves to New York as manager of 
the department. He, in effect, replaces 
Len Marshman, new manager of crude- 
oil and gas-liquids department on the 
West Coast. Marshman’s former title 
was manager of wholesale planning. 

Harold J. Potts moves to Chicago’ to 
replace Nelson. He is replaced as Phila- 
delphia division manager by Donald 
Beal, former resale sales manager there. 

At the New England division in Bos- 
ton, Stanley Colla becomes division man- 
ager, replacing R. R. Potts, who is re- 
tiring. Colla was formerly resale-sales 
manager of the division. 

* 

Ralph Walsh has been elected presi- 
dent and a member of the board of 
Macmillan Petroleum Corp., Los An- 
geles independent refining and market- 
ing company. He succeeds S. M. Batter- 
son, retired. Walsh, president and owner 
of Armstrong Engineering Co., was at 
one time vice president of Richfield Oil 
Co. of Calif. and president of Pan 
American Petroleum Co. 

® 

Edward L. Steiniger, president of Sin- 
clair Oil Co., has been elected to the 
board of Richfield Oil Corp., Los An- 
geles. He takes the place of P. W. 
Thirtle, who has retired from the board. 
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Marketers Get Top Posts in Cities Service 


King 


Cities Service Oil Co., the newly con- 
solidated marketing arm of Cities Serv- 
ice Co., has appointed three key market- 
ers to top posts in the new organization 
(NPN—Jan. p73). 

F. M. Simpson, former president of 
the East Coast marketing subsidiary, 
Cities Service Oil Co. (Pa.) takes over as 
president of the new company. John D. 
King, marketing vice president of Cities 
Service Oil Co. (Del.), becomes execu- 
tive vice president and chief marketing 
executive. John A. Welch, previously 
vice president and general sales manager 
of Arkansas Fuel, is helping carry out 
the reorganization as vice president. 

Other new appointments in the new 
company include three new sales vice 


Welch 


presidents. E. W. Lang, former vice 
president in charge of sales for Cities 
Service (Pa.) keeps the same title in the 
new company. R. D. White, previously 
sales manager of Arkansas Fuel, be- 
comes a Sales vice president. J. L. Zust 
also moves up to that position. He is 
former general sales manager of Cities 
Service (Del.). 

L. W. Knight becomes administrative 
vice president in the new organization. 
He was previously assistant to the mar- 
keting vice president at Cities Service 
(Del.). W. G. Swartz Jr., former vice 
president of operations for Cities Service 
(Pa.), assumes the same title in the new 
company. Tom Debow becomes vice 
president of advertising and promotion. 


White Zast 


He is former vice president of advertis- 
ing for Cities Service Petroleum Inc. 


° 

Robert W. Haigh has been named di- 
rector of planning for Standard Oil Co. 
(Ohio), a new position. He was former- 
ly financial vice president of Helmerich 
& Payne Inc., Tulsa. 

3 

James D. Willson, manager of finance 
for Tidewater Oil Co., Los Angeles, has 
been elected financial vice president. The 
post was formerly held by Russell D. 
Richardson, who retired last year. 

Also at Tidewater, H. F. Tomfohrde, 
home office transportation manager, has 
been placed in complete charge of the 
transportation department, following the 





HOW FAMOUS FACES ATTRACT NEW CUSTOMERS 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 


PHILLIPS 





Knoxville 
PLANNING e DESIGN e 


February, 1961 * NATIONAL PETROLEUM NEWS 





7 
ERE inc. 


MANUFACTURING e INSTALLATION 


167 





recent retirement of 
president H. B. Haney. 
& 


Tidewater vice 


Bell Walter 


S. «N. (Steve) Bell, formerly market- 
ing manager of Continental Oil Co.’s 
northern region, has been appointed 
manager of marketing for the company’s 
eight-state Rocky Mountain region. He 
succeeds H. F. van der Voort, recently 
appointed general manager of marketing 
for Conoco. Bell, a veteran of 30 years 
in Conoco’s marketing department, has 
served as district superintendent, assist- 
ant division manager, division manager, 
and regional manager throughout the 
Rocky Mountain area. He will move 
from Kansas City, Mo., to Denver with 
his promotion. 

E. C. Walter succeeds Bell as north- 
ern region marketing manager. The for- 
mer assistant general manager of mar- 
keting in Houston has been with Conoco 
since 1933. Before his promotion in 
1953 to his most recent position, he 
was division manager at Chicago and 
Kansas City. 

Also at Conoco, John W. McCulley 
is now assistant manager of marketing 
in the southwestern region. Formerly di- 
vision marketing manager at Houston, 
he will now be headquartered in Fort 
Worth. 

* 

M. W. Conn is now manager of Phil- 
lips Petroleum Co.’s sales and develop- 
ment division in its international de- 
partment. He succeeds John Getgood, 
who has resigned to become president 
of Pacific Petroleums Ltd., partly owned 
by Phillips. I. L. Coffman succeeds 
Conn as assistant division manager in 
New York. 

e 
Richard Ww. 
Reinhart, general 
assistant to the 
general manager 
for marketing of 
Mobil Oil Co., 
has retired after 
33 years with the 
company. Joining 
Mobil as a serv- 
ice-station at- 
5 tendant, he went 
Reinhart on to become a 
salesman, service- 
station supervisor, district retail man- 
ager, division merchandising manager, 
and assistant sales promotion manager 
before specializing in market research. 
In 1939 he organized and headed the 
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eastern region’s sales research depart- 
ment, which was later expanded to 
cover the entire country. During World 
War II, he served with the Petroleum 
Administration for War. He returned to 
the company as manager of the national 
research department, and assumed his 
present duties in 1950. 
* 

Joseph A. Petrelli has been named 
manager of marketing and distribution 
for Socony Mobil Oil Co.’s engineering 


department. He was formerly adviser on 
Caribbean and Latin American marketing 
operations for Mobil International. 


* 

W. C. Brodhead has been named de- 
partmental coordinator of Gulf Oil 
Corp.’s_ transportation department. A 
veteran of 34 years with Gulf, Brodhead 
was most recently marine coordinator 
in New York. 

* 
In a realignment of responsibilities of 


UOP QUALITY ADDITIVES AND 


2S] | See 1 & 
ADDITIVES 
improve stability 
of fuel oils. 
Driacin ® ... Polyflo ® 
100, 120, 121, 130 


COPPER 
eo} 7 Vong k's Uae). s-) 


prevent gum formation. 
UOP Copper Deactivators, 
Regular and AW ® (50) 


ANTI-ICERS 


prevent engine stalling 
due to carburetor icing. 
Unicor.LHS ®, and Calor 


PROCESSES FOR 
BETTER PRODUCTS 


Universal Oil Products Company 
offers a wide range of chemical 
additives for petroleum products and 
rubber goods that enhance the 
quality and add sales plus’s in the 
marketing of these products. 


RUBBER 
ANTIOZONANTS 


prevent ozone deterioration 
of rubber goods. 
uoP 88 ©, UOP 288@ 


ANTIOXIDANTS 
stabilize gasoline and lubricants. 
UOP Nos. 4*, 5*, 5-S*, 7*, $-7*, 88, 

88-S*, 216* and 225*. 


PETROLEUM 
REFINING 
ad 40) OF EE) 


enable refiners throughout the 
free world to produce top 
quality petroleum products. 


NATIONAL 


*Trademark of UOP 
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Continental Oil Co. executives, Ira H. 
Cram, senior vice president and chair- 
man of the executive committee of the 
board of directors, becomes assistant to 
the president and retains his chairman- 
ship of the committee. A. W. Tarkington 
will be transferred from Houston to 
New York, and continue as senior vice 
president. John G. McClean, formerly 
vice president, finance and transporta- 
tion, becomes financial vice president, 
and L. C. Peters, vice president of co- 


TRANSFUSION 


ordination and supply, becomes vice 
president of transportation and supply. 


® 
Robert W. Miller has resigned as di- 
rector of Standard of California. He re- 
signed in order that he might remain 
chairman of the board of Pacific Light- 
ing Corp., which has recently organized 
a subsidiary to explore for natural gas. 

+ 
C. William Sucher has resigned as 
president of Speedway Petroleum and 


FOR “TIRED-TIRE" SALES 


To inject new life into your tire busi- 
ness, get back to the sound logic of 
why people buy tires. Safety 
performance—economy through last- 
ing wear. 

To extend these qualities, many tire 
manufacturers add ‘‘something 
special’ to their rubber. UOP 88 or 
288 Antiozonants—to prevent pre- 
mature tire failure; protect against 


ozone cracking; give dealers a mer- 
chandising ‘“‘extra’’ to boost sales. 

Are these advantages built-into the 
tires you handle? 


Available to all manufacturers, 
UOP Antiozonants are but one of the 
many ways UOP creative petroleum 
research helps you—by helping indus- 
try build better products. 


UNIVERSAL OIL PRODUCTS COMPANY 


® 30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
WHERE RESEARCH TODAY MEANS PROGRESS TOMORROW 
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vice president of Speedway’s 
company, Aurora Gasoline. 
* 


parent 


Killian Williams 


I. E. Killian has been appointed to the 
new post of sales manager at the New 
York headquarters of Esso Standard, 
eastern region, Humble Oil & Refining 
Co. Aden P. Williams will succeed 
Killian as manager of Esso’s New Eng- 
land marketing division, with headquar- 
ters in Boston. 

Killian has been with Esso since 1928, 
starting in its Carolinas division. In 1952 
he was made manager of LPG sales in 
New York City, and three years later 
operations manager in Esso’s marketing 
department. He was transferred to New 
England in 1957. 

Williams has been reseller sales man- 
ager since May 1960. He is a former 
vice president and director of Penola 
Oil Co., now a part of the Humble 
organization. 

° 

Roger M. Wilkinson, manager of price 
forecasting in Socony Mobil’s economics 
and special-studies department, has re- 
tired after 38 years with Socony. He 
was assistant director of marketing and 
distribution in the Petroleum Adminis- 
tration for War from 1942 to 1945. 

* 


Robert M. Gray, manager of the ad- 
vertising and sales promotion division 
for Esso Standard, has been named to 
an advertising committee which will as- 
sist the National Centennial Commis- 
sion. They will help develop advertising 
tie-ins for companies who want to make 
use of the 100th anniversary of the 
Civil War. 

7 

Edwin R. 
Smith, executive 
vice president of 
the Oklahoma- 
Pate Div. of Hum- 
ble Oil & Refining 
Co., has _ been 
transferred to 
Houston as a 
member of the 
company’s mar- 

: keting staff. 
Smith A native of 
Monticello, Ky., 
Smith joined Esso Standard in 1929. Dur- 
ing his oil-marketing career, he has 
filled many positions with Jersey Stan- 
dard in the U. S. and abroad. In 1953 
he headed a study committee which ex- 
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amined Midwest expansion for Jersey 
Standard. He was named executive vice 
president of Oklahoma-Pate in 1956. 

a 

Harold S. Eustis, Shell division man- 
ager in Baltimore, has been elected 
chairman of the Maryland Petroleum 
Assn. for 1961. 

* 

Personnel changes involving the Balti- 
more, Atlanta, and New York regions of 
American Oil Co. have been announced. 
Marketing personnel involved are: Harry 
Rinkema, administrative manager Chi- 
cago region, Standard Oil Co. (Indiana), 


who becomes marketing manager of the 
Atlanta region, taking over for C. F. 
Redding, who becomes administrative 
manager there. Bernard O. Bornhauser, 
manager of sales training, Standard of 
Indiana, Chicago, succeeds James G. 
Blake as administrative manager of the 
Baltimore region. Blake moves to Des 
Moines as administrative manager for 
Standard there. 

C. J. Crawford, operations manager, 
St. Louis region for Standard has been 
appointed operations manager for Balti- 
more, succeeding W. B. Fenwick, who 
becomes Philadelphia district manager. 





He makes the fastest fill 

in town. With the famous 
Blackmer TX Truck Pump 
backing him up, he gets 

fast delivery, spends less curb 


time, makes more deliveries per day. He really 

travels around his route. His secrets: a high capacity TX 
pump delivering up to 100 GPM, sliding vanes which 

are self-compensating for wear, new O-Ring and mechanical 
seals to prevent leakage and maintain efficiency, 

many other features. Put the TX at the heart of a well- 
designed fuel oil delivery system and you’ll 

travel, too. Talk to your Blackmer distributor 

about the system or write for Bulletin 200 


“liquid materials handling"® equipment 


BLACKM ER / truck pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “‘Pumps”’ in the Yellow Pages 
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He succeeds Ralph Bower Jr., who moves 
to Baltimore as district sales manager. 
Harold H. Scott, district sales manager 
of the Kansas City region, becomes 
manager of advertising and sales pro- 
motion in Baltimore. D. A. Hagen, 
sales-training manager in New York 
City, moves to Chicago in the same 
position. 


Tubbs 


Frank Cady, managing director of 
Oil-Heat Institute of Rochester, N. Y., 
for several years, has become sales man- 
ager of the heating and fuel division of 
A. P. Woodson Co., heating-oil jobber 
in Washington, D. C. He started his 
new job on Jan. 1. 

Cady’s successor as managing direc- 
tor of the OHI chapter is Joe Tubbs. 
Tubbs, who has spent 15 years in the 
sales and sales-promotion phases of ap- 
pliance merchandising, was sales pro- 
motion manager, Crosley Div., Avco 
Manufacturing Co., and district manager 
of Westinghouse appliances. 


FORTY-YEAR JOBBER. Ed Hacker 
(right), Ballard Oil & Equipment Co., 
Portland, Me., receives certificate from 
Esso Standard Div. Humble Oil & 
Refining Co., in honor of his fortieth 
year as a heating-oil jobber, most of 
them under the Esso banner. Presenta- 
tion is made by Harold P. Harding of 
Esso’s New England division, at a 
party for Hacker, his employees, and 
their wives. Hacker is past president 
of Main Oil & Heating Equipment 
Dealers Assn. and a member of OHI 
of New England. 

(Continued on page 173) 
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To Help Your Dealers 
Build Their TBA Sales... 


NEW 


from 


DILL 


Snap-in Valve 
Merchandising 
Package! 


e new snap-in valve dispenser 
puts valves at fingertip reach! 


e new colorful service-bay mobile! 
e all at no increase in price! 


Dill is proud of this industry first. A merchandiser 
which helps sell valves, stores them where they can 
be reached easily and quickly, and acts as an inven- 
tory control through the translucent tubes in the 
dispenser. 

This merchandising package will help your dealers 
sell valves to each of their tire customers. And they 
can make up to 65¢ profit on each valve. Displayed 
in the tire repair area, a valve looks like the vital 
automobile part it really is. Customers will be willing 
to pay a good price for it. 


With the growing pinch on profits in service stations, 
this merchandising package is a real help for them 
to increase their gross sales and more important . . . 
their net profits! 


FREE! 
5-color 17” x 14” mobile 
in each package! 


Manufacturing Company 


700 E. 82nd Street Cleveland 3, Ohio 


When you & 
Re-lire... | 





There’s a place in 
your program for... 


Advertising 
Thermometers 





* Sic“ of Sood Taste 


Send for catalog. . : 
Get Ohio’s quote. "No obligation! 


Hundreds of advertisers—including some of the 
largest—are using the tremendous sales-power 
of Ohio Thermometers to reach weather-con- 
scious America. Everyone is interested in the 
temperature—everyone looks at a thermometer! 
Your message is seen over and over during the 
extra long life of an Ohio Thermometer—and 
at a remarkably small cost, too. 

Take your choice of dozens of sizes, designs 
and types either standard or custom-made to 
suit your needs. There are all sizes ranging from 
the very smallest up to thirty-nine inches. 
Tube or dial types... models for wall, desk, or 
window ... thermometers for inside or outside. 
Colors and copy to your specification. Each is 
accurate, rust-resisting, silk-screened and indi- 
vidually packaged. 

You’ll see an Ohio Thermometer somewhere 
today. Let it remind you that here is an out- 
standing advertising medium that you can use. 


Thermometers...rain gages... barometers 


THE OHIO THERMOMETER CO. 


17 Walnut Street, Springfield, Ohio 








CORDUROY TIRES 


...are PREMIUM QUALITY 
Custom-Built! 


Made up to a stand- 
ard... not down 
to a price... what- 
ever your tire size 
ortype... you just 
can't buy better! 
CORDUROY 

more mileage, safe- 
ty, and performance. 





om More) Je) 0)-leh 4 
RUBBER 
COMPANY 


GRAND RAPIOS, MICHIGAN 


PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


FORMS OF 
COLORANTS 


Granulated 
Fluid Concentrates 
Powdered 
FOR USE IN 


Gasolines, Jet Fuels, Diesel Fuels, Fuel 
Oils, Lubricating Oils, Automatic Trans- 
mission Fluids, Break-in Oils and Greases 
Patent Chemicals also offers Rust and 
Corrosion inhibitors, Anti-Static ents 
and Markers for Gasolines and Jet Fuels. 
Dyes can be prepared to match any color. 
A wealth of experience in color engineer- 
ing is at your service. Sam a nfor- 
mation upon request. 


PATENT CHEMICALS INC. 
Manufacturi 


Awrmnn oS 


PATENT FUELS & COLOR CORP. 
9610 Corow Tower Cindanatl 2, Ohio oe 
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COMPLETING THE TRANSFER of 
operating assets from Standard Oil Co. 
(Indiana) to American Oil Co. are 
Standard president John E. Swear- 
ingen (seated left) and American Oil 
president L. W. Moore (seated right). 
Looking on are Merwin Bristol (left), 
general counsel, Standard of Indiana, 
and Richard J. Farrell, general coun- 
sel, American Oil. The transfer made 
official the reorganization of American 
Oil into a coast-to-coast petroleum 
marketer. 


J. Harold Perrine has been promoted 
to director of industrial relations for 
Sun Oil Co. Previously assistant direc- 
tor, he succeeds William E, Zimmerman, 
who has retired after nearly 25 years 
with the company. 

Four appointments to the New Or- 
leans marketing staff of American Oil 
Co. have been made. W. A. Hayes, for- 
merly with Standard Oil of Indiana, 
American's parent company, becomes 
manager of the real-estate and tax de- 
partment; A. H. Crow, with Amoco since 
1950 , is now regional advertising repre- 
sentative; A. B. Carleton, formerly with 
Pan American Petroleum Corp. heads the 
public-relations department; and J. D. 
Sparks, previously a jobber salesman, 
becomes regional federal-highway repre- 
sentative. 

a 

Samuel E, Charlton moves from Esso 
Standard to Cklahoma-Pate division of 
Humble Oil & Refining Co., to become 
assistant manager with headquarters in 
Chicago. He is succeeded by DuVal F. 
Dickey as manager of the Pennsylvania 
sales division for Esso Standard. Dickey 
is in turn succeeded by Carroll P. Toler 
as assistant manager of the division. 

” 


W. H. Peterson has been promoted to 
division sales manager of Texaco Inc.’s 
Los Angeles sales division. He succeeds 
S. C. Osborn, who has taken charge of 
Texaco’s national sales office on the 
West Coast. Peterson was formerly as- 
sistant division sales manager in Seattle. 

o 

W. J. Harrell has been named sales 

manager of Shell Oil Co.’s new Dallas- 


Fort Worth marketing district, with of- 
fices in Dallas. He was formerly retail 
manager of Shell’s Atlanta marketing 
division. Assisting Harrell will be V. H. 
Boettcher Jr., E. S. Lowrey, R. G. Bos- 
well, J. R. McKinney, D. F. Hollar, C. 
R. Royal, J. C. Binius, and W. F. 
Butzloff. 
" 

John M. Kremer, executive secretary 
of the Retail Gasoline Dealers of Wis- 
consin, has been named regional vice 
president of the National Congress of 
Petroleum Retailers. He was also ap- 
pointed Wisconsin chairman of the na- 
tional group’s committee on national 
legislation. 


3 
W. H. Carruth, manager of bulk sales 
for DX Sunray Oil Co., has been named 
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general sales manager for Suntide Ke- 
fining Co., subsidiary of Sunray Mid- 
Continent Oil Co. He replaces E. W. 
Patterson, who recently resigned. Re- 
placing Carruth is R. C. Sikes, formerly 
coordinator of supply and transportation. 


J. Howard Marshall has left the ex- 
ecutive vice presidency of Signal Oil & 
Gas Co. to become president of Union 
Texas Natural Gas Corp. A director and 
vice president since 1952, he had been 
president and director of Ashland Oil 
& Refining Co., and before that served 
as chief counsel and assistant deputy of 
the Petroleum Administration for War 
during World War II. 

e 

C. Malcolm Little Jr., president of the 

Little Oil Co., has been elected presi- 


You can use this 


PUMP ANYWHERE 


—no need for electricity 


TOKHEIM 


portable gasoline-powered pump 


...for motor fuel 


... On construction jobs ...0on the waterfront 


...in farmyards...or distant fields 


Self-priming, positive displacement, 
rotary vane-type pump... operated by 
21% horsepower engine with recoil 
starter ...delivers 15 gallons per 
minute. Has 100 gallon counter with 


General Products Division 


continuous register .. . flow-type me- 
ter... finest air-dried, baked enamel 
finish ... 10’ of hose, nozzle. Guaran- 
teed for one year. See your Tokheim 
representative. Write for new bulletin. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


1650 Wabash Ave. 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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SEARCHLIGHT SECTION 


(Classified Advertising) 


EMPLOYMENT; 
BUSINESS: 


“OPPORTUNITIES” 


:EQUIPMENT 
:USED OR RESALE 





SELL 


available. 


there is 


ARE YOU A FORGOTTEN MAN? 


in your present job? 


We mention this because there are several 

openings available in established territories to 

branded petroleum products for a sound 
company. A generous base salary, com- 
mission, travel expense and benefits are 


TO PROVEN PRODUCERS of business (as they 
demonstrate ability to handle responsibility) 


PLENTY OF PROMOTION ROOM AHEAD 


Write NOW, stating your qualifications, to 


SW-5845 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Ill. 











SALES EXECUTIVE 


A position of responsibility in Southeastern States 
with a leading oil company. Retail petroleum 
marketing experience at high management level 
necessary. Salary commensurate with proven ability 
in management and sales. Attach a detailed sum- 
mary of background and experience in confidence in 
replying to 
P5890 National Rene cage News 
Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 














ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 520 N. Michigan Ave. - 
S. AN FRANCISCO 11: 255 California St. 


‘ POSITION WANTED 


Young Executive Seeks Change. Ten years 
petroleum experience, 32 years old. Associated 
in managerial capacity with large private brand 
gasoline, major oil and distributor companies. 
Familiar with wholesale and retail gasoline, dis- 
tillate and residual sales and operations. New 
England college and background. Willing to re- 
locate. Top trade references and resume avail- 
able. Seeks change to major or aggressive jobber. 
PW-5852, National Petroleum News. 


"BUSINESS OPPORTUNITIES : 


Bulk ¢ Oil Jobbing—Operation handling a major 
brand. Gallonage 4,056, 974, sales $1,044,143.00; 
cash profit, $91,544.72. Includes 6 modern service 
stations, bulk plant, trucks and all operating 
equipment. Federated Petroleum, 3228 Univer- 
sity, Madison, Wis. 








Wanted to buy—a gasoline distributorship or or 
commission agency. Give complete details. BO- 
5795, National Petroleum News. 





FOR SALE 
TOP PETROLEUM AND ANTI-FREEZE BRANDS 


eee U.S. Patent Office and 
ig and widely used for anti-freeze 
pm oils. 

“SAIL” —Registered U.S. Patent Office and used 
in Southeast. 

“FLEET —In use for 26 years and registered 
and ey from Pennsylvania 
thru the South 

“GAY” —Registered os. Patent Office for pe- 
troleum produc 

Contact—Sam liens 
Fleet Building 
LaFollette, Tenn. 








REAL BUYS—PRICED FOR QUICK SALE 
9 TRACTORS AND 9 TANK TRAILERS 

Ford, GMC and International Tractors and Single 
Axle Trailers; now operating in common carrier 
fleet meeting I.C.C. specs; Fords F800, 850 and 
1000; ’56, '59 and ’60 models; 1000x20 ey 
2-speed axles. Trailers, 4,000 gal. cap; 8 4 
comp'ts. Complete rigs, $4,000 up. Write or “call 
Wade Slayden. Equipment Sales and Service, bol 
P. O. Box 1165, Nashville, Tenn. CYpress 8-540 








FOR SALE 


Low mileage 1956 Dodge 2% Ton Tractor. 3750 
gal. Trailer. 4 compartment. 3” Neptune Flow 
Meter. Drum and package covpertments, Good 
condition. Price Complete $4000.00. 

A, D. Hopkins, Distributor. 

P. O. Box 349, Stuart, Va. 








For Sale, Florida Stations 2 Inc di dent sta- 
tions, large storage and frontage. "Real Estate 
included. BO-5834, National Petroleum News. 


Franchise—Use your oil company sales exper- 
ience in a business of your own. You sub-fran- 
chise respected business contro] method. Few 
sales assures high profits. $2800 inventory invest- 
ment should return in 60 days. State-wide fran- 
chises available in prime areas in U.S. Thorough 
training. Letter with tele. BO-F983, National 
Petroleum News. 
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Wanted: 
IDEAS AND PATENTS, 
ALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 
UNIVERSAL VALVE. CO. 
409 South Street, Elizabeth, N.J. 
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dent of the Richmond, Va., Oil Heat 
Assn. He has served for several years 
as a director of the fuel-oil dealer’s or- 
ganization. Other officers elected were: 
Herman C. Green, vice president; D. W. 
Mallory Jr., secretary; and Kenneth C. 
Wood, treasurer. New directors are 
Arthur Hungerford, Godwin Jones, Roy 
Pullen, and Ed Sterns. 


e 
Gulf Oil Corp. has named 20 new 

area sales managers in its eastern and 

southwestern marketing regions. 

In the southwest, their names and 
areas are: F. B. Marwood, New Orleans; 
Robert Vassar, Jackson, La.; R. D. Jack- 
son, Shreveport, La.; W. L. Taylor, 
Houston; C. A. Mattei Jr., Beaumont, 
Tex.; J. A. Landis, Austin; W. R. Harris, 
San Antonio; D. J. Boatman, Fort 
Worth; T. E. Curry, Dallas; J. D. Stokes, 
Tyler, Tex.; K. D. Wright, Midland, 
Tex.; S. J. McKim, Albuquerque; E. E. 
Oberholtzer, Tulsa; J. R. Gwin, Amaril- 
lo; R. L. Goad, Memphis; and J. A. 
Griffey, Little Rock. 

In the east, the new sales managers’ 
names and areas are: Sam N. Constan- 
tino, Albany, N. Y.; R. G. Bacon, 
Syracuse, N. Y.; R. F. Tinsley, Buffalo, 
N. Y.; and John H. Bero, Burlington, Vt. 


e 
Dean A. McGee, president of Kerr- 
McGee Oil Industries Inc., has been ap- 
pointed chairman of the independent oil- 
refineries committee of Project HOPE. 
He will direct the industrywide drive to 
raise funds for the program. HOPE staffs 
and equips a 15,000-ton hospital ship 
which is sent to newly developing 
countries throughout the world. 


Deaths . 


T. H. Barton, 79, founder of Lion 
Oil Co., died Dec. 23 in El Dorado, 
Ark. He founded and served as the oil 
company’s president until it merged with 
Monsanto Chemical Co. He then became 
a member of the Monsanto board of 
directors. 


@ 

C. B. Garretson, 65, president of 
Coast Petroleum Co. of California, died 
Dec. 19 at his home in Los Angeles. 
During World War II, Garretson was 
director of marketing for the Petroleum 
Administration for War. He is survived 
by his wife, Elaine, and a daughter. 

* 

Kalman Steiner, author of five books 
and a manual on fuel oil, died Dec. 5 
in Sinai Hospital, Baltimore, Md., fol- 
lowing a stroke at his home in that city. 

At the time of his death, Steiner was 
owner-manager of the Baltimore office 
of Central Fuel Co. of Maryland. He 
joined Central Fuel three years ago 
after spending 11 years with Hoffberger, 
large heating-oil marketer in Baltimore, 
where he had been consulting engineer. 

A native of New York City, Steiner 
received his doctorate in engineering 
from Illinois Technical Institute. 


NATIONAL PETROLEUM NEws °* February, 1961 





e Reciprocity. Keeping up with the majors is no problem 
for one Merit station in New Jersey. An API marketing 
division man who stopped there reports the attendant filled 
his tank, checked the oil and wiped the windshield. He 
was all smiles as he made change. “As the Esso fellow 
down the street would say,” the attendant grinned, 
“*Happy Motoring!’ ” 


e Strike It Rich. A billionaire Texas oil prospector went 
to the dentist and was told his teeth were in perfect con- 
dition. 

“That’s okay, Doc,” said the Texan. “I feel lucky today. 


Drill anyway.” 
F Ti 


\e / 
'OCrn= «x 
HW \Py 
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e You Can’t Lose. A Sohio division bowling team goes 
by the name of OSBABS—“Office Softies’ Boozing and 
Bowling Society.” The team reports it’s dedicated to 
achieving high standards “in one or the other of the two 
fields of endeavor,” thus neatly hedging its objectives. 


e On the Barrelhead. Sign in Columbus, Ohio, service 
station: “We accept the Poor Man’s Credit Card—CASH.” 





eee 
AD 


“When you hear that bell, JUMP!” 
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“You trying to tell me you’re bothered 
by a little excruciating pain?” 











e Delicate Subject. Note in bulletin issued by Fuel Mer- 
chants Assn. of New Jersey: “Sorry to report that Mr. 

of Oil Corp., Chatham, N.J., is 
recovering from a broken leg and shoulder in the Orange 
Memorial Hospital.” 


“There’s only one trouble with it. It eats Volkswagens.” 
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Pure Oil Company 29 


Purolator Products Inc. 38, 39, 112, 113 


Radiator Specialty Co. 
Raybestos-Manhattan Inc. 
Red Jacket Manufacturing Co. 
Revere Electric Mfg. Co. 
Rockwell Manufacturing Co. 
Rockwell Standard Corp. 
Roper Hydraulics, Inc. ‘ 
Rotary Lift Div., Dover Corp. 
Ruscoe Co., W. J. 


Scovill Manufacturing Co. . 64 
Searle Leather & Packing Co. . 144 
Sinclair Refining Co. 36 716 
Smith Corp., A.O. ..35, 36, Fourth Cover 
Standard Steel Works, Inc. . 49 
Sun Oil Company 73 


Texaco, Inc. . 57 
Tokheim Corp. 173, Third Cover 
Tretolite Div., Petrolite Corp. 10 
Tung-Sol Electric, Inc. 47 


U.S. Rubber Co. yao 
Universal Oil Products Co. 


Vapor Recovery Systems Co. 
Viking Pump Co. 


Warner Lewis Co. .. * , 53 
Warner-Patterson Co. ; . 40 


Wayne Pump Co. 65,107-110 
Weaver Manufacturing Co. : . 48 
Wheaton Brass Works 125 
White Motor Company 78, 74 
Whiteway Manufacturing Co. . 124 
Wilson’s Sons, Inc., Wm. M. 134 
Wix Corporation 33 
Wood Company, John 17, 18,23, 25, 27, 

128, 136 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 


Employment Opportunities 

Business Opportunities 

Equipment (Used or Surplus New) 
For Sale 

Wanted 





Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bldg., 17112 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bidg. 
Gene Holland, Jackson 6-128] 


LOS ANGELES 17, 1125 West 6th Street 
Peter S$. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, PaciYec Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2-4600 
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ON PUTTING 


First Things First! 


In planning a new station, the first thing to 
consider is the pumps. And, if you would 
like to be first with the first, choose the 
Tokheim Central Service System—the 
original submerged pumping system. By 
using one pump to supply several pedestals, 
substantial savings are effected in equip- 
ment, installation and maintenance; and 


there is no longer any audible pump noise. 
And, only Tokheim provides Hydraulic 
Control, a patented feature which assures 
finger-tip starting, smooth nozzle action, 
and perfect balance throughout the sys- 
tem. Tokheim submerged pumping is a vast 
advancement in dispensing methods. In- 
vestigate it and you'll agree. Write today! 


TOKHEIM CORPORATION CENTRAL 
FORT WAYNE, INDIANA SERVICE 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Ss Y sS T eS NM 


Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 





Rotary Positive Displacement Principle 
Is the Heart of All Smith-Erie Meters C 


IT’S A MATTER OF PRINCIPLE — the 
A. O. Smith Rotary Positive Displace- 
ment principle that results in the 
simplest, most accurate and trouble- 
free metering ever devised for petro- 
leum products. 

Let’s take a look inside a typical 
Smith-Erie meter. What we see in 
these diagrams is a mechanism consisting of a free- 
running balanced rotor which carries four symmet- 
rical vanes. As the rotor revolves on ball bearings 
around a central shaft, the vanes are positioned — 
moving with the fluid stream and dividing it into 
precisely measured segments of equal and exact 
volume. 

Looks simple and it is. Frictional resistance is 
almost completely eliminated. Flow pattern is 
smooth and offers no resistance to streamlined flow. 
Accuracy? It’s the most! Records show a consistent 
ability to retain accuracy for the longest periods of 
time, throughout the greatest flow range. And it’s 

Unmeasured liquid (dark green) is shown entering virtually trouble-free. Low pressure drop saves 

meter. Rotor and vanes are turning clockwise. Vanes a 3 

A and D are fully extended, forming the measuring power and prolongs service life. Rotor speeds are 

chamber. Vanes B and C retracted held within conservative limits to assure long life 
and freedom from wear. 

With such a simple, positive operating mech- 
anism, it’s no wonder Smith-Erie meters can be 
depended upon to provide uniformly high accuracy 
—day after day and year after year — under the 
most exacting service requirements. 


Through research 6 . @ better way 
1 


a 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: 
Atlanta 5, Ga.; Chicago 3, III.; Houston 2, Texas; Los 
The rotor and vanes have made one-eighth revolution ha Brat I ag Vancouter fa . Calis 
Vane A is fully extended, Vane D is being drawn back, INTERNATIONAL S. A., Milwaukee 1, Wis., U.S.A 
Vane C is fully recessed, Vane B is being extended 


A quarter revolution has been made. Vane A is still One-eighth revolution later, the measured liquid is In one-half revolution, two measuring chambers have 
fully extended and Vane B is now fully moved out moving out. A second measuring chamber is begin formed and the third is in the process of forming 
An exact and known volume of new liquid is now ning to form between Vanes C and B. Vane A This cycle is repeated as long as liquid flows 
in the measuring chamber is being drawn back 








